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No  zero  rate  VAT 
for  counter 
prescribing 

There  is  to  be  no  VAT  zero  rating  for  counter  prescribing  by 
pharmacists.  A  bid  to  amend  the  Finance  Bill  to  remove  from 
Schedule  4  the  requirement  that  the  supply  of  goods 
"dispensed"  at  pharmacies  should  be  backed  by  a  prescription 
was  defeated  in  the  Commons  last  week. 
Proposing  the  amendment  Dr 


Gilbert  said  that  the  Bill  with- 
out the  amendment  would 
merely  give  effect  to  an  addi- 
tional financial  inducement  for 
a  person  to  go  to  a  medical 
practitioner  for  a  prescription 
rather  than  to  a  chemist. 

Dr  Gilbert  also  said :  "If  we 
do  not  make  the  amendment 
chemists  will  be  faced  with  a 
situation  where  certain  types  of 
medication  which  are  dispensed 
will  be  subject  to  VAT  and 
other  types  will  not. 

Two  records 

"In  other  words,  they  will 
have  to  keep  two  types  of 
record,  with  all  the  additional 
administrative  complications 
which  we  have  heard  about 
in  great  detail  in  other  dis- 
cussions on  the  Bill.  Further, 
unless  this  useful  little  simpli- 
fication is  introduced,  there  will 
be  the  extra  work  involved  in 
the  administration  of  VAT.  I 
see  no  good  argument  for  not 
accepting  the  amendment. 

"For  all  these  reasons,  but 
mainly  because  of  the  social 
consequences  rather  than  the 
economic  consequences  which 
are  involved,  I  commend  the 
amendment." 

Mr  Lewis  Carter-Jones  de- 
clared :  "There  is  a  serious 
paradox  about  prescribing.  If 
a  prescription  is  taken  to  a 
chemist  it  is  prescribed  free  of 
VAT,  but  if  it  is  taken  to  an 
appliance  centre  VAT  will  have 
to  be  paid — on  the  same  pre- 
scription. We  have  been  told 
that  one  of  the  reasons  why 
exemptions  from  VAT  cannot 
be  made  is  administrative  diffi- 
culties, yet  the  Minister  or  his 
Department  propose  that  if  the 
same  prescription  is  taken  to  an 
appliance  centre  the  Treasury 
or  the  Customs  and  Excise  is 
prepared  to  look  at  each  pres- 
cription and  to  have  VAT  re- 
claimed. I  understand  that  re- 
presentations have  been  made 
on  this  to  the  Treasury  and  the 
Customs  and  Excise. 

"If  VAT  is  a  tax  which  is 
difficult  to  administer,  why  is 
the  Minister  prepared  to  accept 
the  huge  administrative  cost  of 
treating  the  prescription  taken 
to  an  appliance  centre  in  that 


way — by  claiming  the  tax 
back?" 

In  reply  Mr  J.  Nott,  Minister 
of  State,  Treasury,  said  that 
broadly  speaking  the  reason  for 
rejection  was  that  the  term 
"appliance  contractors"  could 
not  be  defined  in  the  same  way 
as  "pharmaceutical  chemists" 
when  they  were  actually  dis- 
pensing a  prescription  provided 
by  a  doctor. 

The  government's  policy  was 
not  specifically  to  zero-rate 
medical  goods  but  to  link  zero- 
rating  to  the  clinical  responsi- 
bility and  the  diagnosis  of  a 
registered  doctor  or  dentist. 

Drugs  and  medicines  are  at 
present  chargeable  for  purchase 
tax,  subject  to  a  list  of  specific 
exemptions.  This  list  and  the 
regulations  that  go  with  it  al- 
though practicable  in  a  single- 
stage  tax  like  purchase  tax  did 
not  make  sense  under  VAT. 

The  relief  proposed  in  the 
amendment,  said  Mr  Nott 
could  apply  to  virtually  any 
goods  supplied  by  a  pharmacist 
even  where  those  goods  were 
supplied  on  non-medical 
grounds. 

He  continued :  "While  I 
appreciate  that  the  Pharmaceu- 
tical Society  is  anxious  to  em- 
phasise the  right  of  the  chemist 
to  prescribe  at  the  counter — 
this  is  really  what  is  behind  the 
amendment — what  it  means  by 
counter  prescribing  is  to  pro- 
duce prescriptions  when  a  cus- 
tomer asks  a  chemist  for  advice 
on  what  preparations  to  buy. 

"I  understand  what  the 
Society  is  seeking  but  I  am 
afraid  that  we  are  not  able  to 
change  the  basis  upon  which 
the  tax  is  constructed  to  meet 
the  point.  If  we  accepted  the 
amendment  the  relief  would 
apply  to  goods  solely  by  reason 
of  their  supply  by  a  pharmacist, 
and  this  would  create  inequities 
beside  the  supply  of  other  pro- 
ducts." 

The  estimated  yield  on  pur- 
chase tax  from  drugs  and  medi- 
cines is  now  about  £17  million 
in  a  full  year  while  the  esti- 
mated yield  from  drugs  and 
medicines  under  VAT  will  be 
about  £10  million  a  year. 


Mr  George  Sim,  senior  laboratory  teclinician  at  tine  Sctiooi  of 
Pharmacy,  Robert  Gordon's  College,  Aberdeen,  known  to 
hundreds  of  pharmacy  students  since  1944,  retired  at  the  end 
of  June.  He  was  presented  by  the  directors  and  staff  of  the 
College  with  a  gold  watch  and  set  of  tools  in  recognition  of 
his  service.  Mr  Sim  is  shown  here  (right)  being  presented  on 
behalf  of  the  students  with  a  season  ticket  to  Pittodrie  (Aber- 
deen Football  Club)  by  fourth-year  student  Ian  McArthur 


Society  branches 
and  NHS 
reorganisation 

The  Pharmaceutical  Society's 
Scottish  Executive  is  proposing 
that  when  the  area  health  board 
boundaries  under  the  re-organ- 
ised NHS  have  been  estab- 
lished in  Scotland,  the  present 
branch  structure  should  be  re- 
viewed to  bring  it  into  line  with 
these  boundaries. 

The  reason  for  the  change  is 
that  an  important  function  of 
any  branch  will  be  liaison  be- 
tween all  pharmacists  in  an 
area. 

The  Executive  is  to  make  an 
informal  approach  to  the  Scot- 
tish Home  and  Health  depart- 
ment, with  the  view  to  a  meet- 
ing to  discuss  its  proposals  for 
the  pharmaceutical  advisory 
structure  under  the  new  NHS 
(see  p  1 15). 

Mr  James  Stewart — who  gave 
the  paper  on  this  subject  at  the 
annual  meeting — was  unani- 
mously elected  chairman  of  the 
Executive  for  1972-73.  Mr  C.  L. 
Blythe  was  elected  vice-chair- 
man after  a  ballot,  the  other 
nominee  being  Miss  Elizabeth 
A.  Meikle. 

Approved  notices 

The  Executive  proposed  that 
the  notices  approved  for  dis- 
play at  collecting  points  and 
the  appropriate  surgeries  by 
amended  to  read  as  follows:  — 
"Collection  centre  for 
National  Health  Service  pre- 
scriptions :  Prescriptions  handed 
in  here  before  .  .  .  will  be  dis- 
pensed at  a  pharmacy  and  will 


normally  be  available  for  col- 
lection here  at.  .  .  .  This  ser- 
vice has  been  approved  by  the 
.  .  .  Executive  Council  and  the 
Pharmaceutical  Society." 
And  for  a  doctor's  surgery : 
"National  Health  Service  dis- 
pensing: Prescriptions  handed 
in  to  ...  at  ..  .  before  .  .  .  will 
be  dispensed  at  a  pharmacy  and 
will  normally  be  available  for 
collection  at  the  same  address 
at,  .  .  .  This  service  has  been 
approved  by  the  .  .  .  Executive 
Council  and  the  Pharmaceuti- 
cal Society." 

Pharmacist  with 
car  problems 

Mr  Mervyn  Madge,  a  member 
of  the  Pharmaceutical  Society's 
Council,  has  exposed  a  little 
known  practice  of  car  manu- 
facturers. 

In  a  letter  to  this  week's 
Sunday  Telegraph,  he  reports 
that  following  a  scratch  appear- 
ing on  his  new  car,  a  garage 
had  informed  him  that  the  car 
"had  already  been  extensively 
resprayed.  viz  the  boot,  the 
roof  and  the  back  sides".  Also 
the  rear  window  had  not  been 
replaced  properly  and  had 
allowed  water  to  accumulate, 
starting  off  the  rust  process. 

"This  was  not  denied  by  the 
manufacturers  who  stated  that 
such    respraying    was    normal  | 
practice  .  .  .  this  practice  was  | 
known  to  the  Board  of  Trade."  1 

Mr  Madge  concludes:  "Let 
your  readers  beware  when  they 
are  buying  a  new  car  and  in- 
quire whether  it  has  suffered 
respraying  ". 
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Hospitals  told  to 
check  IV  fluids 
production 

All  NHS  hospitals  which  produce  their  own  sterile  infusion 
fluids  have  been  asked  to  examine  their  production  methods 
in  the  light  of  the  Goverrmient's  "Guide  to  Good  Pharma- 
ceutical Manufacturing  Practice." 
Informing     the     House  of 
Commons  of  the  report  of  the 
committee  of  inquiry  into  the 
production     of  contaminated 
fluids  by  Evans   Medical  Ltd 
(last   week   p    61)    Sir  Keith 
Joseph,  Secretary  for  Social  Ser- 
vices, said  that  where  a  hospital's 
organisation  required  improve- 
ment which  could  not  be  se- 
cured     quickly.  alternative 
sources  of  supply  were  to  be 
sought  until  the  improvements 
had  been  made. 

Sir  Keith  said  the  Govern- 
ment accepted  the  committee's 
report  and  he  had  referred  a 
number  of  the  technical  recom- 
mendations to  the  Medicines 
Commission.  Steps  had  been 
taken  to  improve  the  Depart- 
ment's methods  for  dealing 
with  reports  of  defective  sup- 
plies, and  extracts  from  the 
report  illustrating  good  practice 
in  the  production  of  infusion 
fluids  had  been  circulated  to 
manufacturers  of  sterile  pro- 
ducts. 

"A  meeting  with  nurses,  doc- 
tors and  pharmacists  to  discuss 
a  number  of  points  on  hospital 
procedure  has  taken  place  and 
recommendations  will  be  circu- 
lated as  soon  as  they  are  finally 
agreed." 


Hospitals  visited 

Officers  of  the  Department 
had  visited  a  sample  of  hospi- 
tals and  identified  in  some  of 
them,  necessary  improvements 
in  the  organisation  of  sterile 
facilities. 

Replying  to  Dr  Summerskill, 
Sir  Keith  said  the  Medicines 
Commission  would  be  making 
an  interim  report  on  a  number 
of  issues.  He  intended  to  set  up 
a  continuing  system  of  inspec- 
tion of  infusion  fluid  products. 

Asked  by  Mr  Pardoe  about 
the  report's  suggestion  that  "too 
many  people  believed  that  steri- 
lisation of  fluids  is  easily 
achieved".  Sir  Keith  admitted 
he  would  have  thought  produc- 
tion of  infusion  liquids  was  not 
one  of  the  more  sophisticated 
medical  techniques. 

"To  that  extent  this  shock 
may,  at  desperate  human  cost, 
have  done  great  good  to  the 
whole  community.  Out  of  the 
alarm  of  this  report,  much  good 


may  legitimately  emerge  for  the 
future." 

Evans  Medical  Ltd,  in  a 
statement  accepting  the  in- 
quiry's findings,  said  it  would 
not  resume  manufacture  of  in- 
fusion solutions  until  "a  means 
of  production  which  demon- 
strably excluded  all  possibility 
of  contamination,  arising  from 
either  mechanical  malfunction 
or  human  error,  had  been  iden- 
tified." 

Over  the  past  3  years.  £1+ 
million  had  been  spent  on  im- 
proving production  faciUties. 

"Essential  manag  ement 
changes  are  being  made,"  the 
statement  adds. 

Indian  import 
policy  blamed 

The  pharmaceutical  industry  in 
India,  in  spite  of  the  significant 
progress  achieved  in  producing 
medicines,  suffers  from  serious 
raw  material  shortage  of  all 
kinds  which  in  many  cases  had 
been  responsible  for  shortage 
of  essential  drugs  resulting  in 
higher  prices,  Dr  Amar  Das, 
president  of  the  Indian  Phar- 
maceutical Industry,  said 
recently. 

Mr  Das  held  the  Govern- 
ment's import  policy  respon- 
sible for  this.  In  importing  raw 
materials  for  producing  medi- 
cine, the  Government,  he 
stated,  never  took  into  account 
the  requirement  of  the  industry. 
Moreover,  "The  high  cost  in- 
curred in  getting  the  material 
from  the  State  Trading  Cor- 
poration and  Indian  Drugs  and 
Pharmaceuticals  Ltd,  added  to 
the  miseries  of  the  druggists 
who  could  get  the  same  ma- 
terial by  importing  directly  at 
a  much  lower  cost." 

Change  of  dates 
for  Interphex 

Plans  to  hold  an  international 
conference  at  Brighton  for 
1,000  delegates  have  led  to  a 
change  in  the  dates  of  Inter- 
phex. Both  the  exhibition  and 
conference  will  now  take  place 
at  the  Brighton  Exhibition 
Centre  April  2-5,  1974  (pre- 
vously  it  was  to  be  staged  next 
year). 


Discussing  one  of  the  hundreds  of  Christmas  lines  on  display 
at  the  Unichem  show  in  Brighton  are  Mr  and  Mrs  Michael 
Hi  Hard,  Burgess  Hill,  Sussex  (left),  and  two  Unichem  execu- 
tives, Geoffrey  White,  director  in  charge  of  marketing,  and 
John  Speller,  general  sales  manager  (right) 

Record  sales  for  Unichem 
at  Brighton  exhibition 


Record  sales  were  achieved  at 
the  first  of  a  series  of  Unichem 
"Buy  early  for  Christmas" 
shows  held  at  the  Hotel  Metro- 
pole,  Brighton,  when  Unichem 
introduced  a  new  marketing 
policy  of  extending  an  invita- 
tion not  only  to  existing  cus- 
tomers, but  also  to  all  the  inde- 
pendent chemists  in  the  area. 

Mr  Geoffrey  White,  director 
in  charge  of  Unichem  market- 
ing, commented:  "This  new  ap- 
proach was  successful  and  we 
are  highly  delighted  with  the 
results.  More  than  two  hundred 
people  visited  our  showroom 
and  the  record  sales  substan- 
tially exceeded  our  target  ob- 
jectives. We  also  had  numerous 


positive  inquiries  about  Unic- 
hem membership  and,  in  fact, 
several  visitors  signed  up  on- 
the-spot". 

Unichem's  two  other  Christ- 
mas shows  will  be  at  the  Brent 
Bridge  Hotel,  Hendon,  August 
8-10,  and  the  Cambridge  Hotel, 
Edmonton,  August  15-17.  In 
addition  the  Croydon  depot  will 
have  a  permanent  display  for 
three  weeks  at  their  premises 
in  Vulcan  Way,  New  Adding- 
ton,  from  August  21.  The  main 
visiting  days  will  be  Wednesday 
and  Thursday  of  each  week, 
but  appointments  on  other  days 
can  be  made  by  contacting  Mr 
G.  Bass,  depot  manager,  at  01- 
503  2345. 


Peppermint  water  warning 


A  new  formulation  of  "1  -I-  39" 
peppermint  emulsion  containing 
0-25  per  cent  chloroform  as  a 
preservative,  has  been  tested  at 
the  Royal  Free  Hospital,  Lon- 
don. 

The  formulation,  intended 
for  possible  inclusion  in  the 
British  Pharmaceutical  Code, 
was  tested  in  four  peppermint 
flavoured  mixtures  —  kaolin, 
magnesium  trisilicate.  mag- 
nesium carbonate  and  magne- 
sium sulphate.  On  tasting,  the 
mixtures  were  not  found  to  be 
noticeably  more  sweet  or  warm- 
ing than  mixtures  made  with 
existing  peppermint  water  for- 
mulations without  chloroform. 

Bacteriological  testing  showed 
that  mixtures  prepared  with 
chloroform  were  able  to  halt 
the  growth  of  a  large  inoculum 
pseudomonads  almost  instan- 
taneously, although  growth  of 
other    organisms    was  hardly 


afi'ected — these  were  identified 
as  probably  harmless. 

The  investigation  is  reported 
in  the  July  issue  of  Journal  of 
Hospital  Pliarmacy,  which  also 
has  a  paper  on  the  growth  of 
Pseiidomonas  aeruginosa  in 
peppermint  water  BP.  As  a  re- 
sult of  this  work,  carried  out 
at  Nottingham  General  Hos- 
pital, there  is  a  recommenda- 
tion that  the  practice  of  pre- 
paring peppermint  water  by  the 
talc  method  be  discontinued 
in  favour  of  dilution  of  con- 
centrated peppermint  water. 

It  was  found  that  if  talc  is 
extracted  with  water,  mineral 
salts  are  dissolved  and  the  re- 
sulting solution  is  capable  of 
supporting  the  growth  of  Ps 
aeruginosa.  If  the  product  is 
subsequently  stored  for  a  few 
days,  pseudomonads,  if  present, 
may  be  permitted  to  grow  to  a 
considerable  extent. 
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1,500  medicines 
considered  for 
general  sale 

Details  of  about  1,500  medicines  proposed  by  manufacturers 
and  others  for  inclusion  in  the  general  sale  list,  had  been 
considered  by  the  Medicines  Commissions  Committee  by 
the  end  of  last  year. 


That  information  is  given  in 
the  aanual  report  of  the  De- 
partment of  Health,  published 
this  week,  which  adds  that 
"several  thousands"  of  pro- 
ducts remained  to  be  con- 
sidered. 

A  "large  number"  of  pro- 
ducts were  considered  by  the 
committee  on  prescription-only 
medicines. 

Eighty-three  new  health 
centres  were  opened  in  England 
during  1971,  bringing  the  total 
to  274.  At  the  end  of  the  year 
124  centres  were  being  built 
and  a  further  81  had  been  ap- 
proved. A  total  of  2,649  doc- 
tors will  practise  from  the  475 
centres  which  have  general 
medical  practitioners. 

One  centre  being  built  and 
two  of  those  approved  contain 
facilities  for  the  provision  of 
pharmaceutical  services  by 
pharmacists  in  contract  with 
Executive  Councils. 

The  number  of  prescriptions 
dispensed  in  England  during 
1971  was  about  247,456,000, 
of  which  57  per  cent  were  dis- 
pensed without  charge  to  the 
patient.  The  average  net  ingre- 
dient cost  per  prescription  in 
1971  was  £0-55  and  the  total 
cost  of  prescriptions  dispensed 
was  just  over  £187  million — 
an  increase  of  £21  million  (12 
per  cent)  over  1970. 

Under  the  Voluntary  Price 
Regulation  Scheme  price  re- 
ductions with  an  estimated  value 
of  about  £1  million  per  year 
were  made,  of  which  £900,000 
resulted  directly  or  indirectly 
from  the  Scheme. 

Annual  report  of  the  Depart- 
ment of  Health  and  Social 
Security.  HM  Stationery  Office, 
price  £2-85. 

More  plastics 
packaging  ? 

While  total  consumption  of 
plastics  materials  is  expected 
to  grow  at  a  rate  of  10  per 
cent  per  year,  packaging  is 
seen  as  the  largest  market  sec- 
tor in  the  UK,  growing  at  12 
per  cent  per  year  according 
to  a  National  Economic  De- 
velopment Office  report.  The 
Plastics  Industry  and  its  Pros- 
pects, published  by  HM 
Stationery  Office,  price  £1-60. 


No  standard  for 

domestic 

disinfectants 

The  application  of  proper  stan- 
dards to  domestic  disinfectants 
is  being  frustrated  by  lack  of 
co-operation  from  government 
departments,  according  to  the 
report  for  1971  of  the  British 
Disinfectant  Manufacturers' 
Association. 

The  Association  says  it  has 
continued  towards  the  goal  of 
approval  schemes  based  on 
biological  efficacy,  for  all  the 
products  of  the  industry,  so 
that  customers  will  know  that 
a  product  is  effective  for  its 
recommended  purpose.  The  in- 
dustry, it  says,  is  fortunate  that 
a  number  of  government  depart- 
ments operate  approval  schemes 
— with  notable  exceptions  of 
food  hygiene  and  domestic  use. 

"There  is  no  government  de- 
partment solely  responsible  for 
home  hygiene.  When  overall 
objectives  for  improvement  of 
hygiene  are  considered,  it  is 
possible  that  an  approval 
scheme  for  household  products 
will  be  given  low  priority." 

The  report  also  shows  that 
the  Association  is  collaborating 
with  the  Department  of  Health 
to  evaluate  a  test  method  for 
the  efficacy  of  disinfectants  used 
in  hospitals.  It  is  hoped  that 
when  a  satisfactory  test  struc- 
ture has  been  developed,  an 
approval  scheme  for  hospital 
disinfectants  will  be  launched. 

At  the  Association's  recent 
annual  meeting,  Mr  P.  R.  Milli- 
gan  Reckitt  &  Coleman  Pro- 
ducts Ltd,  was  elected  the  new 
chairman. 

Help  for 
small  firms 

The  setting  up  of  an  official 
consultative  committee  jointly 
representing  small  firms  and  the 
Customs  and  Excise,  to  ensure 
that  value  added  tax  proce- 
dures do  not  "overwhelm  small 
companies  with  administrative 
work"  is  one  of  the  suggestions 
made  by  Robert  McKinnon 
in  the  latest  Aims  of  Industry 
publication,  "Small  Firms  and 
their  Problems"  (£0-25). 

The    booklet,    based    on  a 


survey  made  of  the  problems 
and  views  of  small  firms, 
general  conclusion  can  be 
drawn  from  the  views  of  firms 
contributing  to  this  study,  says 
that  the  vast  majority  of  firms 
"neither  expect  nor  want  any 
form  of  Government  charity". 
In  the  end,  the  burden  of  suc- 
ceeding must  fall  on  the  enter- 
prise itself,  he  says,  but  govern- 
ment can  help  substantially  by 
introducing  some  overdue 
reforms  including  the  one  men- 
tioned above. 

Other  reforms  suggested  are : 
G  Abolition  or  at  least  radical 
modification  of  the  remaining 
shortfall  provisions  (the  regula- 
tions which  force  "close"  com- 
panies to  distribute  a  substan- 
tial part  of  their  profits). 

□  Reduction  in  the  rate  of 
corporation  tax  and  the  grant- 
ing of  relief  from  the  standard 
rate  of  this  tax  on  retained 
profits  of  unquoted  companies 
and  the  steady  reduction  of  the 
higher  rates  of  estate  duty. 

□  Revision  of  capital  gains  tax 
to  exclude  book  value  "gains" 
resulting  from  inflation. 

□  FilUng  key  posts  in  the 
newly-created  Small  Firms  Divi- 
sion at  the  Department  of 
Trade  and  Industry  with  men 
with  practical  experience  of 
management  in  small  firms. 

Successes  at 
Queen's 

The  followdng  degrees  were 
conferred  upon  staif  members, 
post-graduate  and  undergraduate 
students  of  the  Department  of 
Pharmacy  during  the  gradu- 
ation ceremonies  held  at  the 
Queen's  University  of  Belfast, 
recently. 

Higher  Degrees:  J.  G.  Swan- 
ton  BSc,  DCP  (lecturer  in  phar- 
macology) awarded  PhD  in 
pharmacology  (Faculty  of 
Medicine);  W.  Woodside,  BSc, 
MSc,  MPSNI  (lecturer  in 
pharmaceutics)  awarded  PhD  in 
pharmacy  (Faculty  of  Science); 
J.  G.  Kelly,  BSc  (scientific 
officer,  department  of  therapeu- 
tics and  pharmacology)  awarded 
PhD  in  pharmacy  (Faculty  of 
Science);  J.  Rolston,  BSc, 
MPSNI  (post-graduate  student) 
awarded  PhD  in  pharmacy 
(Faculty  of  Science). 

Bachelor  of  Science  in  Phar- 
macy: First  class  honours  Miss 
M  Henry,  Mrs  E.  A.  Butler  (nee 
Tarleton). 

Second  class  honours.  Grade 
1  D.  J.  Morrison;  Grade  II 
Miss  E.  J.  P.  Allison,  Miss  S.  E. 
Daly,  Miss  A.  M.  Dickson, 
Mrs  B.  E.  Kerr,  T.  J.  Scott, 
S.  J.  Smyth,  J.  B.  Spence;  Pass 
Miss  J.  M.  Bryce,  Miss  A.  C. 
Goodier,  Miss  A.  T.  Kelly, 
K.  B.  Martin. 
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This  design  for  an  after-shave 
lotion  pack  earned  for  Mr  P. 
A.  Keenan  of  Southampton 
College  of  Art  a  Silver  Star 
Award  in  the  students'  section 
of  this  year's  Starpacks  com-' 
petition,  organised  by  the 
Institute  of  Packaging.  The 
judges  said  that  with  one  ex- 
ception, entrants  had  either 
ignored  the  problem  of  sea/-| 
ing  or  had  solved  it  by  the' 
relatively  unsatisfactory  meth- 
od of  using  individual  sachets 

Toiletry  sales  up  > 
in  first  quarter 

Manufacturers'  total  sales  of 
toilet  preparations  at  current 
prices  in  the  first  quarter  of 
1972  at  £36-5m  were  13  per  cent 
higher  than  in  the  correspond- 
ing quarter  of  1971. 

In  the  home  market,  sales  of 
hair  preparations  at  £7-78m 
showed  the  largest  increasei 
compared  with  the  first  quarter' 
of  1972,  those  to  retail  outlets 
rising  by  23  per  cent.  Sales  ot 
make-up  and  perfumes  and 
toilet  waters  increased  by  16' 
and  13  per  cent  respectively, 
while  sales  of  toiletries  de- 
creased by  2  per  cent. 

If  an  allowance  is  made  for' 
an  increase  of  9  per  cent  in' 
wholesale  prices,  it  is  estimated 
that  the  total  volume  of  sales 
of  toilet  preparations  in  the 
first  quarter  of  1972  was  4  per 
cent  greater  than  in  the  corres- 
ponding quarter  of  1971.  ^ 

Pharmacist  wins 
over  £10,000 

Mr  Dominic  Nolan,  a  phar- 
macist, of  Ballitore,  co  Kildare, 
was  the  holder  of  a  ticket 
which  drew  Ballymore,  third 
in  the  Irish  Hospitals'  Trust 
sweepstake  on  the  Irish  Derby. 
As  a  result  he  collected 
£10,000  for  half  the  ticket,  plus 
a  sum  from  a  bookmaker. 
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Reaction  to 
Monopolies 
report 

The  recommendation  by  the 
Monopohes  Commission  that 
the  merger  of  Glaxo  Group 
Ltd  with  either  Beecham  Group 
Ltd  or  Boots  Co  Ltd  should 
not  be  permitted  brought  for- 
ward a  considerable  amount  of 
comment  in  the  Press,  particu- 
larly from  the  financial  corres- 
pondents who  mostly,  though 
not  universally,  were  critical. 

Reaction  by  retail  pharmacy 
on  the  other  hand  was  hardly 
voluminous  though  favourable. 
The  National  Pharmaceutical 
Union  said: 

"Although  at  the  time  we 
expressed  concern  only  at  the 
possible  dangers  if  Boots  as- 
sumed control  of  Vestric's 
wholesaling  activities,  the  view 
of  the  Executive  committee  was 
that,  on  balance,  a  merger  be- 
tween Glaxo  and  either  of  the 
other  two  organisations  would 
not  have  furthered  the  interests 
of  NPU  members  generally;  to 
that  extent  we  approve  the 
Commission's  decision." 

Peter  Dodd,  managing  direc- 
tor, Unichem  Ltd,  commented: 
"The  recent  pattern  of  mergers 
and  takeovers  is  a  threat  to  the 
livelihoods  of  all  independent 
chemists.  In  such  circum- 
stances, the  Government's  de- 
cision to  block  a  takeover  of 
Glaxo  is  welcomed  whole- 
heartedly and  the  small  one- 
man  chemist  will  be  very  much 
relieved." 

A  random  selection  of  com- 
ment from  the  national  Press 
is  given  below: 

□  It  is,  probably,  the  right 
verdict  on  both  bids.  And  we 
shouldn't  complain  when 
Whitehall  get  things  right  even 
at  the  second  attempt. — 
London  Evening  News. 

□  The  mergers  were  rejected 
not  because  of  any  clear  threat 
of  market  domination,  but  be- 
cause neither  bidder  could  make 
out  a  convincing  case  that 
a  merger  would  serve  the  pub- 
lic interest.  This  is  a  new 
and  healthy  development. — 
Guardian. 

□  Industrial  concentration  was 
all  the  rage  under  Mr  Harold 
Wilson.  Maybe  it  went  too  far; 
are  we  now  in  danger  of  seeing 
the  pendulum  swing  too  far 
the  other  way? — Daily  Mail. 

□  Roskill  quite  simply  seems 
to  overstate  the  value  of  having 
multi-decision  centres  in  differ- 
ent companies  for  research.  But 
as  he  gives  none  of  his  figures 
he  cannot  be  disproved. — 
Sunday  Times. 

(Findings  on  p  113;  Com- 
ment p.  111). 


Rising  costs 
affect  llford 

Ilford  Ltd  (subsidiary  of  CIBA 
Geigy  Ltd)  say  that  1971  was  a 
year  of  substantial  capital  in- 
vestment in  accordance  with 
their  planned  programme  of 
modernisation.  The  cost,  more 
than  £5m,  comes  out  of  the 
1971  profits. 

In  the  interests  of  long  term 
profitability  the  board  state  that 
process  of  product  rationalisa- 
tion has  been  continued 
together  with  the  divestment  of 
the  company's  interests  in  Zonal 
Film  (Magnetic  Coatings)  Ltd 
and  Britannia  Works  Co  Ltd. 

Nevertheless  consolidated 
sales  of  £30-49m  for  the  year 
show  a  pro  rata  increase  of  7 
per  cent  compared  with  the 
previous  accounting  period  of 
fourteen  months  after  elimina- 
tion of  sales  relating  to  those 
subsidiaries.  Operating  profit, 
including  the  company's  share 
of  the  operating  profit  of 
associated  companies,  has,  how- 
ever, declined  to  £851,000  from 
£l-86m  for  the  previous  ac- 
counting period. 

Certain  special  provisions  in- 
cluding depreciation  against 
obsolescence  of  plant  and 
machinery  and  a  changed  basis 
of  valuation  of  stocks  adopted 
has  converted  this  profit  to  a 
deficit  after  taxation  of 
£1,744,000.  However,  they  are 
non-recurring  and  are  designed 
to  establish  a  sound  foundation 
for  the  future. 

No  more  loans  — 
business  closes 

Morgan  &  Phelps,  formerly 
trading  at  167  Church  Lane, 
London  NW9  chemists,  had 
debts  of  £4,800  and  assets  of 
£634  the  first  meeting  of 
creditors  was  told  in  London 
recently. 

The  official  receiver  said  the 
company  was  formed  in  1971 
to  take  over  the  business  at 
Church  Lane,  which  had  been 
established  for  about  eight 
years.  Mr  William  Robert 
Morgan  MPS  and  a  Mrs  Erlich 
were  the  only  directors.  Mrs 
Erlich  was  said  to  have  taken 
no  part  in  the  management. 

The  company  had  an  issued 
capital  of  £2  only  and  was 
said  to  have  suffered  from  com- 


The  new  goods  in  conveyor  belt  where  goods  are  checked 
before  they  are  put  into  stock  at  Unichem's  newly  extended 
warehouse  at  Nuneaton  (see  this  page) 


petition.  When  a  person  who 
had  been  making  loans  refused 
to  advance  any  more  money 
earlier  this  year  the  business 
ceased.  Creditors  left  the  matter 
with  the  official  receiver  as 
liquidator. 

Unichem  extends 
Nuneaton  depot 

Unichem  Ltd  have  opened  a 
£35,000-extension  to  its  ware- 
house in  Nuneaton  and  the 
range  of  products  has  been  in- 
creased by  an  additional  1,200 
proprietary  lines. 

Coupled  with  the  start-up  of 
the  new  warehouse  Unichem 
has  extended  its  "profitable 
buying"  scheme  which  gives 
customers  in  the  Midlands  an 
extra  6  per  cent  discount  on  a 
wide  range  of  fast-selling  pro- 
ducts. 

The  11,000  sq  ft  extension 
doubles  the  size  of  the  previous 
facilities  and  the  complete 
warehouse  has  been  re-equipped 
with  compact  shelving  and  a 
"goods  in"  and  "goods  out" 
conveyor  belt  system. 

Croda  buy  stake 
in  Glovers 

Mr  F.  Wood,  chairman  Croda 
International  Ltd,  disclosed  this 
week  that  Croda  had  now  a  17 
per  cent  stake  in  Glover 
(Chemicals)  Ltd  and  may  make 
a  bid  for  the  remainder. 

Glover's  first-half  results 
were  also  announced  this  week. 
They  showed  profits  down  from 
£145,211  to  £103,989,  but  the 
traditional  pattern  of  better 
second-half  figures  is  expected 
to  be  resumed  this  year.  Profit 
for  the  whole  of  1970-71  was 
£248,000. 


In  brief 

Distillers  Co  Ltd:  Consolidated 
profit,  before  tax,  for  the  year 
ended  March  31,  £62- 19m 
(against  £54-25m  in  previous 
year),  excluding  United  Glass. 
Profit  of  United  Glass,  after 
tax,  £l-32m  (£721,000). 
Mediline  UK  Ltd  have  moved 
to  Bottings  Estate,  Hillsons 
Road,  Curdridge,  Southampton 
S03  2DY  (telephone:  Botley 
2225). 

Houbigant  Ltd  have  moved  to 
Salbrook  Road,  Salfords,  Red- 
hill,  Surrey  (telephone:  Horley 
(02934)  4232. 

Picot  Ltd  have  moved  to  50 
Upper  Brook  Street,  London 
WIY  2AE  (telephone:  01-629 
4422). 

Mothercare  Ltd:  The  offer  for 
sale  of  8-6  million  shares 
(C&D,  July  8,  p  36)  was  more 
than  ten  times  oversubscribed. 


W.  H.  Hobbs  &  Co  Ltd  have 
appointed  Mr  Michael  F.  R. 
Joiley  to  the  board.  Mr  Jolley 
joined  Hobbs  as  their  repre- 
sentative in  the  North-west  of 
England  in  1957  and  in  1966 
helped  to  consolidate  the 
company's  position  in  Ireland 
with  the  setting  up  of  their 
Dublin  office.  He  moved  to 
London  two  years  ago. 
Standard  Soap  Co  Ltd  (sub- 
sidiary of  Croda  Polymers 
Group  Ltd)  have  appointed 
Mr  T.  A.  Brock,  BSc,  FRIC, 
as  general  manager  and  direc- 
tor. Tom  Brock  who  holds  a 
degree  in  chemistry,  was  at  one 
time  chief  chemist  of  Max 
Factor  at  Bournemouth  and 
in  April  1967  he  joined  the 
Basildon  branch  of  Yardley 
of  London  Ltd. 
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Mr  C.  C.  Debell,  MPS  (left)  who  has  retired  from  Glaxo 
Laboratories  Ltd  after  completing  more  than  32  years'  service, 
receiving  a  cheque  from  his  Glaxo  friends  and  colleagues  and 
a  bound  album  of  signatures  from  Mr  F.  C.  D.  Back,  managing 
director  of  the  company.  For  the  past  three  years  Mr  Debell 
has  been  Glaxo's  hospital  and  public  health  liaison  executive 


Mr  MaHcolm  Crane,  MPS.  who 
is  also  a  barrister  has  been  ap- 
pointed a  senior  lecturer  in  law 
in  the  faculty  of  architecture 
and  surveying  and  the  division 
of  law  of  Thames  Polytechnic 
from  September  1 . 

Mr  Edward  Jack   Davis,  has 

retired  after  being  head  of 
Davis  (Bognor  Regis)  Ltd,  Lon- 
don Road,  Bognor  Regis,  Sus- 
sex, for  36  years.  Mr  Davis 
manager  of  a  local  branch  of 
went  to  Bognor  in  1926  as 
Timothy  Whites.  Later  he 
opened  the  branch  where  it  is 
situated  today,  in  London 
Road  at  the  corner  with  High 
Street.  He  started  his  own  busi- 
ness in  1936.  This  has  now 
been  taken  over  by  Mr  Thomas 
Jackson.  Mr  Davis  qualified  in 
1921  from  the  Westminster  Col- 
lege, London. 

Mr  Tommy  Tapper,  London 
representative  of  Johnsons  of 
Hendon  Ltd  for  the  past  25 
years  has  retired.  He  joined 
Houghtons  of  Holborn  in  1925, 
started  travelling  in  North 
London  in  1929  and  two  years 
later  was  made  area  represen- 
tative. He  was  then  given  his 
own  Morris  12  (£125  with 
built-in  hydraulic  jacks)  but 
the  snag  was  that  it  had  a  box 
trailer  attached;  in  spite  of  this 
he  was  nabbed  for  speeding  at 
31  mph  in  Camden  Road.  He 
finally  ruptured  himself  trying 
to  uncouple  the  thing  and  to 


everyone's  relief  the  idea  was 
dropped. 

Called  up  in  1942,  he  saw 
service  with  the  Signals  in 
India,  Burma  and  Malaya  (he 
says  he  applied  for  the  photo- 
graphic section  but  they 
thought  in  view  of  his  name 
he  ought  to  be  a  signaller!). 


□  A  revised  list  of  BNF 
preparations  available  only  as 
proprietary  products  is  included 
in  the  July  revision  of  the 
Drug  Tariff,  Scotland. 

□  Total  sales  of  pharmaceu- 
tical chemicals  and  preparations 
at  manufacturers"  levels  in  the 
UK  during  1971  were  valued 
at  £438-18m. 

□  London's  Design  Centre  is 
currently  showing  a  selection  of 
products  packed  attractively 
and  securely  which  are  suitable 
for  gifts. 

□  The  Department  of  Trade 
and  Industry  has  decided  to 
launch  a  major  medical  equip- 
ment and  pharmaceuticals 
trade  drive  in  Florence  next 
year.  The  Anglo-Italian  medi- 
cal congress  takes  place  at  the 
Palazzo  dei  Congressi  in 
Florence,  June  18-23,  1973. 

□  The  Court  of  Justice  of  the 
European  Economic  Commu- 
nity last  week  rejected  an  ap- 
peal by  nine  chemical  manu- 
facturers, including  Imperial 
Chemical  Industries  Ltd, 
against  fines  imposed  on  them 
three  years  ago  by  the  EEC 
Commission  for  alleged  price 
fixing  of  various  dyestuffs  in 
Europe. 


Topical  reflections 
by  Xrayser 


Professional  interests 

The  meeting  between  officials  of  the  EEC  pharmacy  group 
and  the  NPU  Executive  Committee,  held  in  London  on 
June  27,  did  not  suggest  that  integration  of  British  pharmacy 
into  Europe  will  be  a  simple  matter.  Ownership  of  only  one 
pharmacy  by  a  pharmacist,  it  was  stated,  is  in  principle  the 
basis  of  retail  practice  in  five  of  the  six  EEC  countries — and 
the  European  pharmacist  would  prefer  it  to  stay  that  way. 
Only  Belgium  had  a  similar  retail  structure  to  that  of  the 
United  Kingdom,  and  even  there  a  law  had  been  passed  this 
year  which  would  bring  Belgium  closer  to  the  situation 
existing  in  the  other  five. 

One  has  only  to  consider  the  existing  pattern  in  this 
country,  with  its  large  and  expanding  groups  of  multiple-type 
businesses,  to  realise  that  there  is  very  little  chance  of  re- 
versing a  process  which  has  gone  on  unfettered  for  very 
many  years.  The  "right  of  estabhshment"  for  dispensing 
chemists  is  a  very  real  thing,  and  integration  of  Britain  into 
such  a  structure  seems  to  present  almost  insuperable  diffi- 
culties. 

I  note  that  Mr  G.  T.  M.  David,  NPU  Executive,  said  that 
British  pharmacists  were  envious  of  the  status  of  their  pro- 
fessional colleagues  on  the  Continent  and  thus  looked  forward 
to  joining  them  in  the  Common  Market.  He  knew,  he  went 
on,  that  a  principal  aim  of  the  EEC  pharmacy  group  was  to 
safeguard  the  professional  interests  of  the  retail  pharmacist, 
and  he  hoped  that  also  extended  to  his  economic  well-being. 

I  am  not  sure  what  Mr  David  had  in  mind  when  he  made 
that  observation.  Has  he  evidence  that  the  economic  well- 
being  of  pharmacists  on  the  Continent  has  suffered  by  the 
safeguarding  of  their  professional  interests?  I  have  not  seen,  in 
many  contacts  wdth  pharmacists  on  the  Continent,  much 
obvious  sign  of  penury,  and  that  despite  the  emphasis 
placed  on  professional  interests. 

Business  management 

At  the  July  meeting  of  Council  of  the  Pharmaceutical  Society 
a  proposal  from  the  NPU  that  all  pharmacy  degree  courses 
should  include  instruction  in  business  management  was 
turned  down,  with  the  observation  that  the  NPU  itself  might 
institute  a  correspondence  course  for  pre-registration  grad- 
uates. The  proposal  for  such  instruction  in  the  universities 
is  not  a  new  one  and,  indeed,  I  recall  making  comment  on 
the  matter  a  few  years  ago  and  learning  that  at  least  one 
was  devoting  time  to  lectures  on  the  subject. 

There  is  something  to  be  said  for  the  suggestion  that  the 
pre-registration  year  is  a  suitable  time,  under  suitable  con- 
ditions, for  an  introduction  to  the  subject,  but  it  would 
require  individual  effort  by  the  graduate  himself,  for  there  is 
little  opportunity  in  the  year's  practical  training  to  acquire 
a  grasp  of  business  methods  at  the  hands  of  someone  not 
particularly  qualified  to  give  such  instruction. 

Blocked 

The  decision  of  the  Monopolies  Commission  to  block  the 
efforts  of  both  Beecham  and  Boots  to  gain  control  of  the 
Glaxo  group  seems  to  have  dismayed  the  stock  market.  But, 
so  far  as  one  can  judge,  the  reaction  in  pharmacy  generally 
has  been  one  of  admirable  stoicism  or  even  perhaps 
equanimity.  Such  a  merger  would  have  struck  once  more  at 
competition  and  independence. 
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Cosmetics  and  toiletries 

Maybelline  Frosty  Sticks 
Frosty  Sticks  are  the  latest  eyeshadow  to 
arrive  from  MaybelHne.  This  frosted 
preparation  with  a  hint  of  "wet  look"  is 
available  in  eight  shades.  Blue  Smoke, 
French  Navy,  Lilac,  Plum,  Turquoise, 
Gentle  Green,  Daffodil  and  White,  all 
with  matching  caps.  The  product  is  being 
distributed  to  the  trade  in  half  dozen  packs 
designed  to  fit  into  the  company's  display 
stand  (Maybelline  Eye  Cosmetics,  Penarth 
Street,  London  SE15). 

Soap  on  Safari 

Grosvenor  of  London  have  launched 
Safari  Park  soaps  (£015),  model  animals 
which  are  packed  in  pictorial  outers  and 
packed  two  dozen  to  a  counter  mer- 
chandising unit  (Dellex-Grosvenor  Ltd, 
71  Gloucester  Road,  Croydon  CR9  2XN). 

Fragrant  quartet  from  Norton 
Lime,  lavender,  sandalwood  and  orchid 
perfumes  comprise  the  series  used  in  the 
Fragrance  of  the  Woods  collection  of 
assorted  soaps  issued  by  M&R  Norton. 

The  soaps  came  in  a  display  outer  of 
12  each  soap  being  individually  packed 
in  a  see-through  display  pack  (£01 5)  and 
each  with  a  soap  holder.  There  are  also 
see-through  boxes  of  three  (£0-45)  (M&R 
Norton  Ltd,  155  Merton  Road,  London 
SW18  5EG). 

Vivelle  body  shampoo 
The  second  product  of  the  Vivelle  of 
London  range  to  be  announced  is  body 
shampoo  (£0-47),  which  is  presented  in 
155cc  PVC  bottles  and  like  all  the  prepara- 
tions to  be  launched  under  this  label  is 
an  aquamarine  colour  (Fassett  &  Johnson 
Ltd,  Billericay,  Essex). 

Baby  care 

Gerber  orange  juice 
Designed  to  replace  Government-spon- 
sored welfare  orange  juice  which  is  no 
longer  available.  Gerber  have  gone 
national,  following  a  test  launch  in  South- 
east England,  with  a  new  concentrated 
orange  juice  for  infants. 

The  6  fl  oz  bottle  (£015)  is  said  to 
contain  the  equivalent  of  nine  oranges 


"be  superior  to  the  old  Government  pro- 
duct as  it  is  sweetened  only  with  an  ex- 
ceptionally pure  form  of  glucose  which  is 
much  preferred  by  dentists  to  sugar,  being 
less  likely  to  induce  dental  caries".  The 
product  contains  60mg  per  fl  oz  of  vitamin 
C.  To  enable  12  bottles  to  be  stacked  upon 
another  on  shelf,  the  company  have  pro- 
duced trays  in  white  card  to  separate  the 
two  layers.  (CPC  (United  Kingdom)  Ltd, 
Claygate  House,  Esher,  Surrey). 

Paddi  pants 

Two  models  of  baby  pants  with  press 
stud  fastenings  have  been  introduced  into 
the  Paddi  range — the  Poppon  (£0  21)  and 
the  de  Luxe  (£026),  both  capable  of 
accommodating  other  brands  of  disposable 
nappies  besides  Paddi. 

The  Poppon,  in  medium,  large  or  extra 
large,  has  elasticated  leg  openings  and 
the  de  Luxe  garment,  which  comes  in 
small,  medium,  large  and  extra  large,  has 
adjustable  tie  tapes  at  the  leg  openings. 

Both  garments  are  packed  in  display 
outers  containing  six  and  to  back  the 
launch  are  being  offered  to  the  trade  at 

Sparklets'  home  brew 


13  invoiced  as  12,  with  a  choice  of  either 
a  free  Poppon  or  de  Luxe  on  a  mixed 
order  of  4  doz  of  each  (Robinson  & 
Sons  Ltd,  Wheat  Bridge  Mills,  Chester- 
field). 


On  Monday  (July  24)  the  Sparklets 
division  of  BOC  begin  the  sell  in  of  a 
home  brewed  beer  kit  and  a  wine  kit 
(£0-99  each  type).  The  range  contains 
three  wet  beer  kits  and  five  wine  kits. 
The  launch  will  be  backed,  in  September, 
by  an  advertising  campaign  embracing  the 
Daily  Mirror,  Sun,  Daily  Express,  Week- 
end, Reader's  Digest,  TV  Times  and 
Observer  and  Daily  Telegraph  colour 
supplements. 

Sparklets  original  home  brew  kits  come 
in  bitter,  lager  and  stout  types.  All  make 
four  gallons  of  beer  for  "less  than  3ip 
a  pint".  The  kit  comprises  31b  of  malt 
extract  and  the  can  is  surmounted  by  a 
brown  plastic  cap  containing  one  sachet 
of  brewers  yeast  and  two  sachets  of  liquid 
finings  enabling  the  user  to  select  either 
single  or  double  stage  fining.  An  instruc- 
tion booklet  is  included. 

The  one  gallon  wine  kit  comprises  a  31b 
can  of  concentrated  grape  juices  with 
yeast,  liquid  finings  and  instruction  leaflet 
enclosed  with  a  white  plastic  cap.  The 
yeast  is  added  directly  to  the  wine  and  the 


finings  reduce  the  wine  clearing  to  one 
week.  The  kit  comes  in  burgundy,  sau- 
terne,  cream  sherry,  hock  and  claret 
flavourings. 

Both  beer  and  wine  kits  are  packed  in 
outers  of  six  each  type.  Trade  price  per 
outer  is  £4-46  with  quantity  discounts.  An 
introductory  bonus  of  up  to  71  per  cent 
lasts  until  the  end  of  August  (Sparklets 
sales  office.  The  British  Oxygen  Co  Ltd, 
Angel  Road,  London  N18). 
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Ilford  raise  film 
and  paper  prices 

In  a  statement  to  the  company's  profes- 
sional and  retail  customers,  Ilford  Ltd, 
Ilford,  Essex,  have  announced  that  the 
basic  prices  of  their  films  and  papers  for 
professional  and  amateur  use  were  in- 
creased by  3  per  cent  with  effect  from 
July  17.  Unfortunately  the  prices  were  not 
received  in  time  to  be  included  in  The 
Cumulative  Price  list.  Retail  prices  are: 

Films,  black  and  white:  FP4:  120,  127, 
620,  £0-27;  126  cartridge,  £0-26;  135-20, 
£0-38;  135-36,  £0-504;  935  refill,  £0-29i; 
5  metres,  £0-76;  17  metres,  £2-3U.  HP4: 
120,  127,  £0-27;  135-20,  £0-39;  135-36, 
£0-504;  935,  £0-29+;  5  metres,  £0-76;  17 
metres,  £2-311.  Pan  F:  135-20  £0-39;  135- 
36,  £0-5G4-;  935,  £0-29i;  5  metres,  £0-76; 
17  metres,  .£2-3  U. 

Paper:  Ilfobrom,  single  weight:  34  x 
54m,  25,  £0-384,  100,  £M5i;  4i  x  64m, 
25,  £0-544,  100,  £1-714;  6i  x  84m,  25, 
£0-91,  100,  £2-96.  Double  weight:  34  x 
54m,  25,  £0-44,  100,  £135;  4^  x  64m,  25, 
£0-614,  100.  £2-014;  64  x  84m,  25.  £1-034, 
100,  £3-52. 

Alka-mint  foil  pack 

Miles  Laboratories  Ltd,  P.O.  Box  No.  37, 
Stoke  Court.  Stoke  Poges,  Slough.  SL2  4LY 
have  introduced  nationally  an  Alka-mint 
foil  32  tablet  pack  (£0-29). 

Travel  packs 

Combination  travel  packs  are  now  avail- 
able from  Eylure  Ltd,  Grange  Industrial 
Estate,  Cwmbran,  Mon,  designated  the 
Tabec  Weekender  (£0-79)  which  consists 
of  15cc  aftershave,  15cc  eau  de  Cologne 
and  mini  soap  and  French  Almond  travel 
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trio  (£0-89) — a  14cc  splash  Cologne,  25g 
Velvet  smooth  body  lotion  and  18g  puffer 
talc. 

Neojuven  traveller 

Cyclax  Ltd,  65  South  Molton  Street. 
London  WIY  2BS,  have  introduced  for 
the  holiday  period  a  travel  pack  of  small 
containers  of  Neojuven  skin  care  products 
(£1-35). 

These  consist  of  two  tubes  each  of 
night  and  day  cleanser,  one  tube  each  of 
total  moisture  lotion  and  cream,  a  bottle 
of  gentle  toning  lotion,  tube  of  night  and 
day  eye  cream,  all-day  face  firmer,  neck 
firming  cream  and  10-minute  treatment 
mask. 

The  company  have  also  added  the 
Redskin  shade  to  their  nail  polishes 
(£0-70)  to  match  their  Suede  Shade  for 
lips  and  cheeks. 

Cyclonal  sodium 

The  intravenous  anaesthetic  Cyclonal 
sodium,  hexobarbitone  sodium,  supplied 
by  May  &  Baker  Ltd,  Dagenham,  Essex 
RMIO  7XS,  is  to  be  withdrawn  when 
stocks  are  exhausted  in  about  six  months 
time.  Cyclonal  sodium,  which  was  intro- 
duced by  the  company  before  the  second 
war.  has  now  been  superseded  by  more 
modern  intravenous  anaesthetics. 

Crystapen  and  Adexolin  changes 

Glaxo  Laboratories  Ltd  Greenford, 
Middlesex,  have  discontinued  Crystapen  G 
250mg  plain  tablets,  500.  Crystapen  G 
250mg  film-coated  tablets  continue  to  be 
available. 

Adexolin  liquid  (vitamins  A  and  D)  has 
also  been  discontinued.  New  Adexolin 
liquid  (vitamins  A,  D  and  C)  continues  to 
be  available  but  will  now  be  known  as 
Adexolin  liquid.  .Adexolin  capsules  (vita- 
mins A  and  D)  also  remain  available 
[corrected  note]. 

Tablet  codes  revised 

CiB.A  Laboratories,  Horsham,  Sussex 
RH12  3AB,  announce  that  the  following 
products  have  had  their  code  markings 
changed :  Ritalin  tablets  are  now  coded 
A/B  on  one  side  with  CIBA  on  the  re- 
verse and  are  available  in  this  form  in 
packs  of  500;  Doriden  tablets  are  now 
coded  G/A  on  one  side  with  CIBA  on 
the  reverse  and  are  available  in  this  form 
in  packs  of  500. 

Innoxa's  Autumn  lipsticks 

Innoxa  (England)  Ltd,  Innoxa  House,  436 
Essex  Road,  London  Nl,  are  introducing 
for  the  Autumn  three  new  lipstick  shades 
in  the  Jewelfast  range  (£0-35),  Marron  Tint 
(dusky  red).  Sky  Flame  (frosted  amber  and 
pink)  and  Daybreak  (frosted  coral).  They 
are  due  on  sale  September  1. 

Chemical  Industry  Handbook  1972 

The  fourth  edition  of  the  UK  Chemical 
Industry  Statistics  Handbook  produced 
on  behalf  of  the  Economics  Committee  of 
the  Chemical  Industries  Association  Ltd 
has  been  published. 

As  in  previous  years  the  book  has  been 
thoroughly  revised  and  the  tables  brought 
up  to  date.  A  special  feature  of  the  new 
edition  is  a  separate  section  devoted  to 
statistics  of  the  European  Economic  Com- 
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Two  of  the  new  pony-tail  holders  (EO-30) 
introduced  by  Ravina  Ltd,  3  Barton  Road, 
Bletchley^  Bucks 

munity,  in  which  the  chemical  industry 
statistics  of  the  various  member  countries 
are  compared,  wherever  possible,  with 
those  of  the  corresponding  all  manufac- 
turing industries  sectors. 

In  six  parts,  part  I  deals  with  the  major 
economic  indicators  of  the  UK  chemical 
industry,  including  production,  number  of 
employees,    capital    investment,  exports. 

indices.  Part  II  sum- 
and  sales  information 


imports  and  price 
marises  production 
about  the  industry. 

Selected  major  statistics  of  the  chemical 
industries  of  the  EEC  countries-produc- 
tion, prices,  number  of  employees,  capital 
investment,  imports  and  exports  is  con- 
tained in  the  fifth  part. 

Copies  are  available  from  the  C.I. A. 
Office.  Publications  Department.  93  Albert 
Embankment,  London  SEl  7TU,  price  £2 
per  copy  for  member  companies  or  £4 
per  copy  for  non-members. 

Shortage  may  cause  rationing 

Because  of  a  shortage  of  slippery  elm  bark 
the  makers  of  Thompson's  slippery  elm 
food  (Potter  &  Clarke  Ltd,  9  Wellesley 
Road,  Croydon  CR9  3LP),  say  that  for 
the  first  time  since  the  last-war  they  may 
have  to  impose  a  rationing  system  for  the 
product. 

Orajel  distribution 

J.  Pickles  and  Sons,  Pickles  House.  Knares- 
borough,  Yorks.  have  been  appointed  sole 
distributors  of  Orajel.  Orajel  is  now  packed 
10  tubes  to  the  outer. 

Holiday  closing 

Cuxson,  Gerrard  &  Co  Ltd.  From  5pm 
July  21  until  Sam  August  7.  Urgent  orders 
only  will  be  dealt  with. 


J.  Pickles  and  Sons,  Pickles  House,  Knares- 
borough,  Yorks.  Self-adhesive  felt  corn 
rings  36  invoiced  as  30. 
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Lilia  nighties  and  negligees 

Nighties  and  matching  neghgee  sets  are 
offered  to  the  purchaser  of  Liha  dispos- 
able towels  at  €2-30  (retail  price  about 
£3-15)  and  £4-65  respectively,  in  exchange 
for  the  order  form  inside  each  packs  of 
12. 

Both  sets  are  available  in  white  with 
peach  lace  or  pale  pink  with  deep  pink 
lace.  TTiis  boost  is  being  supported  by 
publicity  material  and  is  being  featured 
in  half-page  advertisements  in  leading 
women's  weekly  magazines  (Lilia-White 
(Sales)  Ltd,  Charford  Mills,  Birmingham). 

Sweet  Sue  display  units 

Jackel  are  now  packing  their  Sweet  Sue 
talc  mitts  (£0-33)  and  pads  (£0-28)  in 
separate  counter  display  outers  containing 
12.  At  the  same  time  there  is  a  bonus 
offer  of  12  invoiced  as  11  on  orders  of 
three  dozen  and  12  invoiced  as  10  on 
orders  of  six  dozen  (Jackel  &  Co  Ltd, 
Kitty  Brewster  Estate,  Blyth,  Northumber- 
land). 

San-towel  myths  explode 

The  "five  great  myths"  about  sanitary 
towels — that  they  are  bulky,  bothersome, 
less  discreet  than  tampons,  difficult  to 
dispose  of  and  that  "Mother  knows  best" 
— are  exploded  in  the  advertising  cam- 
paign for  Libresse  breaking  today.  This 


Lii  =  London;  M  =  Midland;  Lc  =  Lancashire. 
Y  =  Yorkshire;  Sc  =  Scotland;  WW  =  Wales 
and  West;  So  =  South;  NE  =  North-east;  A  = 
Anglia;  U  =  Ulster;  We  =  Westward:  B  = 
Border;  G  =  Grampian;  E  =  Eireann;  CI  = 
Channel  Islands. 

Alka-Seltzer:  All  areas 

All  Fresh:  Ln,  M,  WW,  So,  We,  B,  CI 

Andrews  liver  salt:  All  except  U,  E 

Aquas!!:  So 

Cllnomyn:  So 

Close-up:  All  except  E 

Cool:  Ln,  WW,  So 

Harmony  Protein  Plus:  All  except  E 
Kleenex:  All  except  E,  CI 
Lil-Iets:  Ln 

Lucozade:  All  except  E.  CI 

Macleans  Freshmint:  NE 

Optrex:  All  except  U,  E,  CI 

Phensic:  M,  Lc,  WW,  So 

Polaroid   Super   Swinger   cameras:  All 

areas 

Poligrip:  M,  Lc,  Y,  Sc,  So,  NE,  G,  CI 

Pennies:  All  except  U,  E 

Right  Guard:  All  except  E 

SR:  All  except  E 

Sunsilk  hairspray:  All  except  E 

TCP  liquid:  All  except  E,  CI 

Tegrin  medicated  shampoo:  All  except  E 

Twice  as  Lasting:  AM  except  CI 

Vaseline   balanced   care   shampoo:  All 

except  U,  E 

Vosene:  All  areas 

Zoflora:  M,  Lc,  Y,  NE,  U 

Zubes  honey  and  lemon:  Ln,  M,  So 


states  "Not  true  since  Libresse"  and  fol- 
lows the  brand  being  launched  with  the 
first  advertisement  ever  to  show  a  san- 
towel  being  worn  and  is  claimed  to 
account  for  the  biggest  advertising  expen- 
diture of  any  brand.  Approximately  six 
million  readers  will  have  the  opportunity 
of  seeing  the  new  advertisement  in 
Woman's  Own,  Honey,  19,  Loving,  Mira- 
belle,  Valentine,  Fabulous  208,  True, 
Nova,  Woman,  Look  Now  and  Jackie 
(Sancella  Ltd,  Sancella  House,  Harpen- 
den,  Herts). 

Millions  see  Contact  400 

Millions  of  people  are  believed  to  have 
seen  the  brand  name  Contac  400  through 
the  advertisements  at  Leicester's  two  tele- 


vised cricket  matches,  including  their  game 
against  Australia. 

The  product  is  being  given  mass  expo- 
sure to  the  public,  with  advertisements 
appearing  in  the  Sunday  Mirror,  Daily 
Express,  Daily  Telegraph,  The  Guardian, 
The  Times,  Sunday  Times  and  The 
Observer  through  the  year. 

This  campaign,  aimed  at  the  young, 
modern,  well-off,  target  audience,  will  be 
seen  by  a  minimum  of  45  million. 

Currently  running  on  a  summer  cold 
theme,  continuity  is  provided  throughout 
with  the  subheading  "the  12-hour  block- 
buster" (Menley  &  James  Laboratories, 
division  of  Smith,  Kline  &  French 
Laboratories  Ltd,  Welwyn  Garden  City, 
Herts). 


£200,000  Andrex  campaign 


Andrex  toilet  tissue  has  been  relaunched 
giving  the  consumer  48  more  sheets  in 
every  pack  and  deeper,  more  attractive 
shades  to  the  pink,  blue  and  green  Andrex. 
A  fragrant,  fresh  perfume  has  been  in- 
corporated in  the  core  and  the  rolls 
weigh  more  than  any  one  of  100  other 
brands.  The  pack  has  been  re-designed  and 
the  price  is  unchanged. 

Bowater  Scott  is  backing  the  relaunch 
with  the  biggest  advertising  campaign  ever 
given  to  a  toilet  tissue  brand.  Over 
£200,000  will  be  invested  between  August 
and  the  end  of  the  year  in  a  campaign 
that  will  emphasise  that  all  important  fact 
of  "More  for  Your  Money". 

A  new  30-second  TV  commercial  high- 
lights the  theme  and  will  be  seen  on  all 
networks  throughout  the  country  between 
the  beginning  of  August  and  the  end  of 
November.  The  same  theme  will  be  fea- 
tured in  advertisements  in  women's  maga- 
zines and  is  carried  through  into  the 
special  relaunch  point-of-sale  material. 

At  the  time  of  the  relaunch  Andrex 
held  a  25-7  per  cent  package  share  of  the 
total  toilet  roll  market  in  the  UK  with  the 
company's  other  brand.  Petal,  in  second 
place  with  12  per  cent.  The  company  say 
that  the  third  brand  with  7  per  cent  share 


contains  48  sheets  less  per  pack  while  the 
fourth  brand  with  6  per  cent  share  had 
80  sheets  less  per  pack. 

Colour  was  important  in  toilet  tissues, 
with  soft  toilet  tissue  holding  a  94  per 
cent  share  of  the  total  market  and  of  that 
nearly  80  per  cent  of  the  sales  are  in 
colour. 

Bowater  have  published  a  chart  showing 
the  market  history  of  toilet  tissue  taking 
the  ten  years  from  1961,  the  year  that 
Andrex  first  became  the  brand  leader  of 
the  total  toilet  roll  market  (a  position  it 
has  held  ever  since),  up  to  the  end  of  last 
year. 

Breaking  down  the  volume  into  the 
various  outlets  through  which  toilet  tissue 
was  sold  during  1971  the  figures  are: 
Multiples.  36  per  cent;  symbol/indepen- 
dent, 26  per  cent;  other  grocery  19  5  per 
cent;  chemists,  4-5  per  cent;  department 
stores,  0-5  per  cent;  all  others  8  5  per 
cent.  They  estimate,  based  on  the  evalua- 
tion of  sales  for  the  first  six  months  of 
1972  and  the  trend  of  the  market,  that  by 
the  end  of  this  year  the  total  toilet  tissue 
market  will  have  reached  £38m  an  esti- 
mated growth  of  between  7  to  8  per  cent 
(Bowater- Scott  Corporation  Ltd,  Bowater 
House,  London,  SWl). 


MARKET  HISTORY- TOILET  TISSUE 


Volume  (Million  rolls] 

805 


GROCERS 


CHEMISTS 
OTHERS 


Value  [£  Million] 

350 


Multiples 

36^0/7 


1961 

Symbol/Ind  Other 

26  O/.  195/. 


1971 


GROCERS 


Chemist 


1961 

Stalls  Hardware 


CHEMISTS 
OTHERS 


4-5/.       2-5/.  25/ 


1971 

Dept.  Stores 

0-5/ 


Other 

8  5/. 
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(DUREX) 


You  know  how  shy  a  lot  of  people  feel  about  asking 
for  contraceptives,  particularly  when  they're  being  served 
by  someone  of  the  opposite  sex.  So  much  so,  that  many 
people  will  only  buy  them  where  they  can  see  them 
clearly  displayed.  Durex  is  helping  change  all  that.  You 
can  help  too  -  and  bump  up  your  sales  at  the  same  time. 

Biggest  ever  Advertising  support. 

i       In  what  may  well  be  the  most 
!    frank,  informative  advertising 
campaign  ever  to  appear,  millions  i 
of  couples  are  readmg  for  the 
first  time  the  plain  facts  about 
Durex. 

It  tells  them 
why  Durex  i 
better  for  both 
of  them. 
It  tells  them,  that  Durex  is  the 
most  widely  used  contraceptive. 
It  tells  them  how  to  ask  for  Durex.  By  name 


National  Newspaper  and 
Magazine  coverage. 

These  whole  page  and  equivalent  size  advertisements 
are  appearing  in  the  major  daily  and  Sunday  newspapers 
like  The  Mirror,  The  Sunday  Mirror,  The  Sun,  The  New: 
of  the  World,  The  Sunday  People. 

And  14  big  circulation  magazines  including  Woman, 
Woman's  Own,  Honey,  19,  Nova, 
Reader's  Digest,  etc.,  etc. 


Extra  Profits. 

All  this  promotion  means  bigger 
sales  and  more  profit,  so  make 
.this  huge  investment  work 
hard  for  you. 
Display  Durex  prominently 
so  that  your  customers  can  see 
it  easily,  and,  if  possible,  serve  themselves. 


Better  for  both.  Better  foryou. 
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Can  pharmacy  afford 
to  ignore 

CONTRACEPTION  ? 

Many  professional  and  political  bodies  especially  concerned  with  contracep- 
tion do  not  appear  to  acknowledge  that  the  pharmacist  has  a  real  part  to  play. 
Why  is  this  so?  This  feature  sets  out  to  explore  the  subject  from  all  angles. 


The  current  Which?  supplement  on  con- 
traceptives, in  a  long  section  on  "where 
to  go  for  advice"  does  not  mention  the 
pharmacist.  On  buying  contraceptives 
Which?  says :  "Once  you  have  decided 
what  method  you  would  like  to  use,  there 
is  still  the  problem  of  getting  supplies. 

"Not  all  shops  are  equally  knowledge- 
able or  helpful.  Paradoxically,  a  surgical 
store  may  be  less  embarrassing  than  an 
ordinary  chemist:  after  all,  contraceptives 
are  their  line  of  business,  so  you  will 
be  spared  the  embarrassment  of  explain- 
ing in  great  detail  what  it  is  vou've  asked 
for. 

"Most  ordinary  chemists,  including 
Boots,  sell  contraceptives  for  both  men 
and  women." 

Perhaps  that  statement  serves  to  illus- 
trate the  current  status  of  the  pharma- 
cist in  providing  information  and  contra- 
ceptive products  to  the  community. 

In  April  1970  the  Pharmaceutical  Society 
amended  the  Statement  upon  Matters  of 
Professional  Conduct.  After  consultation 
with  the  Society's  branches  the  Council 
omitted  a  paragraph  of  the  Statement 
which  prohibited  display  and  advertise- 
ment of  any  contraceptive.  Council  con- 
sidered the  matter  should  be  left  to  the 
discretion  of  the  individual. 

At  the  time  the  Conservation  Society 
(an  organisation  concerned  with  the  effects 
of  the  population  explosion  on  the  en- 
vironment and  the  unwise  use  of 
technology)  also  passed  a  resolution  wel- 
coming the  Pharmaceutical  Society's  ac- 
tion and  urging  its  members  "to  arrange 
for  the  easier  availability  to  the  public  of 
the  many  simple  approved  contraceptives 
which  the  large  majority  of  pharmacists 
now  keep  out  of  sight". 

In  recent  months  the  Conservation 
Society  has  conducted  a  survey  involving 
all  pharmacies  in  the  West  London 
Borough  of  Kensington,  Chelsea  and 
Hammersmith.  It  found  that  30  per  cent 
of  pharmacies  which  stocked  contracep- 
tives also  displayed  notices  or  products. 

Other  surveys  in  Hertfordshire  and 
Manchester  had  resulted  in  a  similar  pic- 
ture, but  the  Herts  investigation  showed 
only  13  per  cent  of  pharmacies  displaying 
material.  The  main  reasons  given  for  not 
having  any  form  of  advertising  say  the 
Conservation  Society  were:  to  avoid  giving 
offence  and  that  display  was  unnecessary 
as  "everybody  knew"  about  contraceptives. 
That  Society's  report  comments  "the  last 


reason  shows  a  lack  of  understanding 
between  most  pharmacists  and  their 
customers." 

A  member  of  the  Conservation  Society's 
population  committee  told  C&D  that  she 
herself  had  visited  some  dozen  pharma- 
cies in  various  parts  of  London,  talking 
to  managers.  She  said  that  women  were 
often  too  self-conscious  to  ask  and 
would  prefer  buying  products  from  the 
shelf.  One  woman  told  her  that  she  been 
in  and  out  of  the  chemist's  three  times, 
not  seeing  any  spermicides  she  had  been 
too  shy  to  aslc. 

"One  chemist  who  has  now  had  contra- 
ceptives out  of  the  drawer  for  several 
months  assures  me  he  has  no  complaints 
from  the  public,  and  that  his  sales  have 
gone  up  appreciably,"  the  member  said. 

At  the  May  branch  representatives  meet- 
ing of  the  Pharmaceutical  Society  wide 
support  was  given  to  the  motion  "that 
pharmacy  and  pharmacists  should  become 
more  active  in  promoting  information  re- 
garding contraception."  Earlier  in  the 
year  (February)  Council  came  out  in 
favour  of  the  contraceptive  "pill"  as  a 
method  to  limit  population  growth  and 
pointed  to  the  advantages  of  supply 
through  a  pharmacy  rather  than  a  clinic. 

The  Council  report  stated :  "The  Society 
is  firmly  of  the  opinion  that  the  present 
distinction  between  supplies  of  oral  con- 
traceptive tablets  for  medicinal  and  so- 
called  social  purposes  is  unrealistic  and 
unreasonable." 

The  Society  is  convinced.  Council  stated, 
that  the  "pill"  should  be  available  for 
social  as  well  as  medical  purposes  under 
the  National  Health  Service.  It  suggested 
that  family  doctors  might  issue  prescrip- 
tions for  the  "pill"  on  a  modified  EC  10 
form  for  dispensing  by  a  pharmacist. 

Obviously  there  are  many  other  methods 
of  contraception  in  use  so  should  phar- 
macy turn  its  back  on  those  methods? 
Potential  contraceptive  users  need  to  know 
the  relative  advantages  and  disadvantages 
of  different  products  and  which  method 
will  suit  them  best.  They  will  naturally 
seek  that  information  where  they  know  it 
is  readily  available. 

The  Royal  College  of  Obstetricians  and 
Gynaecologists  recently  reported  that  in 
one  large  survey  the  majority  of  women 
obtained  information  on  contraception 
from  friends  or  by  reading,  but  many 
would  have  preferred  the  facts  to  have 
come  from  professional  sources. 


LR  Industries  Ltd  have  stated  that 
approximately  one  third  of  the  sales  of 
male  contraceptives  are  through  retail 
pharmacies,  about  the  same  proportion  are 
through  men's  hairdressers,  the  balance 
being  taken  up  by  smaller  outlets. 

The  distribution  situation  cannot  be  ex- 
pected to  remain  static.  According  to 
Super  Marketing  the  sale  of  contraceptives 
is  an  "  old  dilemma "  for  grocers.  That 
newspaper,  reporting  recently  the  sug- 
gestion by  Caspar  Brook,  director  of  the 
Family  Planning  Association,  that  the  pro- 
ducts should  be  packed  like  cosmetics  and 
sold  openly  in  supermarkets,  was  unable 
to  find  a  single  group  prepared  to  sell 
them.  But  the  supermarket  chains  are 
frequently  reviewing  the  situation. 

Typical  remarks  came  from  Mr  Geoffrey 
Kaye.  Pricerite  managing  director.  He  did 
not  want  to  be  the  first  to  put  contra- 
ceptives on  sale:  "  If  someone  else  started 
though,  we  would  be  stocking  them  within 
24  hours.  This  is  a  tremendous  market 
with  high  profit  margins". 

Current  moves  to  promote  the  sale  of 
contraceptives  are  based  on  the  premise 
that  the  social  phenomenon  of  promis- 
cuity has  no  clear  relationship  with  the 
availability  or  otherwise  of  contraceptives. 

As  the  campaigns  gain  momentum  it  is 
interesting  to  speculate  how  much  hysteria 
is  involved.  In  the  1920s  and  '30s  when 
the  growth  of  population  slackened  the 
phrase  "twilight  of  parenthood"  was 
often  used,  anxieties  then  had  no  basis! 

Population  density 

Today,  England  has  a  population  density 
of  910  people  to  the  square  mile;  four 
times  that  of  China.  The  Registrar 
General  predicts  a  population  of  58,589,000 
by  the  year  2001,  for  England  and  Wales. 

On  the  other  hand  recent  figures  in  the 
Hull  survey  {C&D,  July  8,  p  34)  showed 
amongst  the  couples  involved  a  marked 
downward  trend  in  intended  family  size 
from  an  average  of  2-61  in  1965  to  2-33 
in  1971.  Again  the  Registrar  General 
reports  a  significant  reduction  in  the  total 
of  live  births  in  recent  years.  But  per- 
haps it  is  the  abortion  boom  more  than 
anything  else  that  is  leading  to  the  pro- 
motion of  conscientious  contraception. 

By  the  third  quarter  of  1971,  abortions 
were  running  at  an  annual  rate  of  140,000 
and  the  figures  are  still  increasing. 

The  Office  of  Health  Economics 
recently  studied  the  economic  benefits  of 
preventing  unwanted  children  and  esti- 
mates that  the  cost  of  a  free  and  compre- 
hensive family  planning  service  might  be 
about  £60m  a  year. 

The  advertising  media  and  their  backers 
are  beginning  to  take  up  the  subject  enthu- 
siastically. Blatant  family  planning  adver- 
tising has  been  evident  abroad  for  some 
time  and  in  this  country  the  "pregnant 
man"  from  the  Health  Education  Council 
(p  105)  certainly  made  his  mark. 

Going  a  stage  further  the  Council  has 
published  leaflets  and  advertisements  on 
the  advantages  and  disadvantages  of 
different  methods. 

South  London  cinema-goers  are  soon 
to  see  a  "low  key",  romantic  family 
planning  advertisement  which   does  not 

continued  on  page  104 
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CONTRACEPTION : 

Spermicides 

By  Dr  N.  W.  Shephard,  Medical  Director,  Ortho  Pharmaceutical  Ltd 


continued  from  p  103 
mention   the    word    "contraceptive"  and 
there  are  plans  to  screen  the  first  British 
TV    commercial    in    January  1973. 

At  the  beginning  of  April  this  year  a 
working  party  on  unplanned  pregnancy 
recommended  that  contraceptives  should 
be  available  on  the  same  basis,  and  subject 
to  the  same  charges,  as  NHS  medicines. 
The  working  party  was  set  up  by  the 
Royal  College  of  Obstetricians  and 
Gynaecologists. 

A  comprehensive  service  is  advocated 
by  the  British  Medical  Association,  finan- 
cial hardship  being  "not  a  bar  to  the 
obtaining  of  the  necessary  services  and 
supplies". 

The  Socialist  Medical  Association  went 
to  the  trouble  of  organising  a  conference 
with  the  title  "Contraception  on  the 
NHS".  Not  to  be  outdone  the  Conserva- 
tive Bow  Group  issued  a  memorandum 
recently  saying  that  the  Health  Service 
has  now  accepted  that  it  has  a  role  in 
family  planning. 

A  more  outgoing  service  from  general 
practitioners  is  recommended  by  the  Office 
of  Health  Economics.  They  at  present 
rarely  take  the  initiative  in  broaching  the 
subject  of  contraceptives  with  patients. 

Councils  and  local  health  authorities 
are  more  divided  in  their  opinions.  Some 
are  entrenched  with  traditional  attitudes 
others,  for  instance  some  of  the  Greater 
London  Councils,  are  adopting  a  different 
approach. 

A  sharp  increase  in  numbers 

Of  232  local  authorities  161  now  use 
the  Family  Planning  Association's  agency 
schemes.  There  has  been  a  sharp  increase 
in  the  numbers  attending  clinics  since  free 
supplies  have  been  made  available. 
Eleven  London  and  Scottish  authorities 
now  provide  free  supplies.  The  FPA 
usually  has  a  financial  arangement  with 
the  local  health  department  in  those  areas 
for  a  per  capita  charge  to  be  made. 

In  1971  the  FPA  had  262,256  new 
clients  but  it  wants  eventually  to  hand 
over  the  control  of  its  clinics  to  the 
authorities  concerned. 

There  can  be  little  doubt  that  the  volun- 
tary organisations  have  revolutionised 
ideas  on  birth  control.  The  Family 
Planning  Act,  1967,  added  momentum  by 
allowing  local  authorities  to  deal  with 
both  the  married  and  unmarried  and  per- 
mitted them  to  provide  supplies  free,  but 
the  overall  situation  is  far  from  rational. 

Many  pharmacists  naturally  object  to 
oral  contraceptives  being  dispensed  by 
unqualified  staff  from  the  clinics;  but 
might  not  all  that  change,  particularly  if 
the  profession  continues  to  show  willing- 
ness to  play  a  more  positive  role. 

Many  bodies  would  like  to  see  the 
Government  remove  some  of  the  present 
inequalities  in  family  planning  charges, 
the  Department  of  Health  is  already  in- 
creasing its  support  grants  to  local 
authorities,  will  it  go  further? 

In  the  Commons  on  April  24  Sir  Keith 
Joseph  announced  that  he  would  com- 
plete this  Summer  a  review  of  policy  on 
family  planning.  Summer  has  been  a  long 
time  in  coming — but  pharmacists  them- 
selves must  ensure  they  are  not  left  out  in 
the  cold  when  decisions  are  taken. 


Chemical  contraceptives  have  ancient 
origins — as  far  back  as  1850  BC  the  Egyp- 
tians were  writing  prescriptions  for  the 
use  of  crocodile  dung,  mixed  with  a  paste- 
like vehicle,  and  probably  moulded  into 
pessary  form  for  vaginal  use. 

Honey  and  other  sticky  substances 
have  also  been  favoured  over  the  years, 
as  have  acacia  and  fruit  juices — often 
saturating  a  sponge. 

Only  in  recent  years  has  the  relatively 
crude  prescription  been  replaced  by  the 
more  scientific — pharmaceutically  accept- 
able— form. 

Effective,  rapid,  safe 

Many  substances,  including  water,  have 
spermicidal  properties,  but  are  not  suffi- 
ciently effective  for  vaginal  use.  The  re- 
quirements for  a  vaginal  contraceptive 
are: 

□  Effective — in  a  dilution  of  1  in  40. 

□  Rapid  in  action — within  a  few  minutes 
//;  situ,  and  under  laboratory  conditions 
within  seconds. 

□  Safe — not  harmful  to  either  vagina  or 
penis,  nor  absorbed  to  give  adverse  sys- 
temic effects. 

□  Compatible  with  other  means  of  con- 
traception— diaphragm  or  condom. 

n  If  used  alone — to  provide  some  barrier 
effect  to  the  cervix. 

The  formulation  of  gels,  creams,  sup- 
positories, foaming  tablets  and  aerosols  all 
must  meet  these  minimum  criteria. 

Today  formulation  is  complex,  for  an 
active,  pure  substance  can  easily  be  ren- 
dered inactive  by  the  method  of  com- 
pounding. It  also  means  that  any  testing 
of  spermicidal  compounds  must  not  be 
restricted  to  chemical  estimates — but  in- 
volve in  vitro  assessments. 

Probably  the  most  commonly  used 
vitro  test  is  the  Sander-Cramer  dilution 
test,  this  determines  the  highest  saline 
dilution  of  a  contraceptive  which  immo- 
bilises all  sperm  within  20  seconds  after 
mechanical  mixing  with  a  1/5  volume  of 
semen.  The  dilution  is  called  the  "S"  num- 
ber. Thus  a  dilution  of  S/40  is  a  standard 
we  like  to  achieve  for  spermicides  used  in 
conjunction  with  a  mechanical  barrier  and 
S/100  or  higher  for  a  product  used  alone. 

The  active  principle  in  most  presenta- 
tions today  is  nonyl-phenoxy-polyethoxy 
ethanol,  or  a  closely  related  compound. 
Those  compounds  with  careful  formula- 
tion will  give  an  eflective,  non-irritant 
product.  The  mode  of  action  is  most  likely 
to  be  a  surface  membrane  effect:  rapidly 
rendering  the  sperm  immobile.  There  are 
a  variety  of  different  presentations : 

Pessaries:  in  spite  of  the  early  history 
of  this  presentation,  there  are  now  highly 


acceptable  forms.  The  base  materials  in- 
clude gelatine,  cocoa-butter,  polyethylene 
glycols.  The  real  art  in  pessary  formula- 
tion lies  in  producing  one  compatible  with 
latex  rubber  and  which  is  effective.  To 
achieve  this,  pessaries  are  required  to  melt 
rapidly  at  body  temperature — and  to  dis- 
perse within  the  vagina. 

Jellies  and  Creams:  These  are  also 
effective  presentations  and  personal  pre- 
ference largely  determines  which  is 
selected.  The  preparation  may  be  applied 
to  a  diaphragm  before  it  is  introduced,  or 
introduced  directly  into  the  vagina  by 
means  of  an  applicator  that  provides  a 
measured  dose  and  deposits  it  in  the 
region  of  the  cervix. 

Jellies  and  creams  must  be  miscible 
with  sperm  to  achieve  a  rapid  effect. 

Foams  :  The  first  foams  were  produced 
by  tablets,  but  more  recently  the  aerosol 
presentation  has  come  to  the  fore.  The 
advantages  claimed  for  foam  is  that  the 
enormous  surface  area  available  for  con- 
tact should  enable  it  to  rapidly  exert  its 
effect.  In  addition  it  enables  much  higher 
concentrations  of  spermicide  to  be  used 
without  adverse  side  effects.  Tablets  were 
often  criticised  for  the  relatively  high 
rate  of  irritation  associated  with  the  reac- 
tion in  the  vagina. 

Undoubtedly  the  main  lines  for  develop- 
ment of  vaginal  contraceptives  will  be  in 
longer  acting  presentations.  At  present, 
if  intercourse  is  left  for  one  hour  after 
the  introduction  of  any  of  the  forms  an 
additional  "dose"  is  required. 

We  believe  the  barrier  effect  can  cer- 
tainly be  improved  and  thus,  together 
with  longer  duration  of  action,  may  well 
make  vaginal  contraceptives  rival  the 
"pill"  for  effectivity. 


Counter  display  mal<es  all  the  difference 
for  these  products 
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CONTRACEPTION : 

Physical  Methods 

By  T.  Corderoy,  LR  Industries  Ltd 


The  most  widely  used  method  of  contra- 
ception in  the  United  Kingdom  and 
throughout  the  world  in  total  is  the  pro- 
tective, otherwise  known  as  the  condom, 
sheath,  French  letter  (capote  anglaise  in 
French),  prophylactic,  etc. 

Contrary  to  widely  held  beliefs,  sales 
of  this  contraceptive  have  not  suffered  as 
a  result  of  the  advent  of  the  "pill'",  which 
has  taken  most  of  its  sales  from  the  other 
male  contraceptive  method  (withdrawal) 
from  the  other  then  established  female 
methods  (safe  period,  diaphragm,  and 
spermicides)  and  from  the  growth  in  the 
contraceptive  using  market. 

A  recently  published  Government  sur- 
vey (i)  confirmed  the  dominance  of  the 
protective  in  the  UK  contraceptive  market, 
and  also  indicated  an  even  spread  between 
age  groups.  The  survey  also  showed  that 
this  contraceptive  has  a  slightly  above 
average  profile  by  socio-economic  groups. 

The  protective  cannot  only  protect 
against  an  unwanted  pregnancy,  but  also 
give  some  measure  of  protection  against 
sexually  transmitted  diseases.  An  impor- 
tant problem  that  cannot  be  overlooked. 

Its  popularity  arises  because  it  meets 
the  essential  requirements  for  a  contra- 
ceptive— simplicity  in  use,  safety  to  health, 
high  degree  of  effectiveness  and  ready 
availability. 

It  employs  the  most  logical  method  of 
preventing  conception — namely,  sperms  are 
prevented  from  entering  the  vagina.  Also 


The  famous  Health  Education  Council 
poster  now  issued  in  many  countries 


the  protective  is  the  only  method  of  con- 
traception which  provides  visual  re- 
assurance of  its  effectiveness. 

Probably  the  only  medical  contraindica- 
tion which  pharmacists  may  occasionally 
encounter  is  the  so  called  "rubber  allergy" 
— a  technical  misnomer,  as  this  allergy  is 
caused  essentially  by  the  accelerators  used 
in  processing  the  latex. 

An  "allergy"  protective,  currently  im- 
ported by  LR  Industries  from  their 
American  subsidiary,  provides  a  different 
combination  of  accelerators.  Whilst  this 
combination  is,  as  such,  in  no  way  prefer- 
able to  the  domestic  formulation,  the 
alternative  blend  will  almost  invariably 
resolve  the  problem.  As  the  condition  is 
relatively  uncommon,  retail  distribution  is 
low,  but  most  wholesale  chemists  stock 
"allergy"  protectives. 

A  look  at  use  effectiveness 

Confusion  tends  to  occur  concerning 
the  use  effectiveness  of  the  protective,  ex- 
pressed in  demographic  terms  by  Pearl's 
formula,  which  in  the  case  of  a  protective 
to  British  Standards  specification,  provides 
a  failure  rate  of  between  3  and  4  per 
"100  woman  years,  user  and  method 
failures  combined"  (ii)  and  (iii).  Unhappily, 
this  is  often  translated  in  the  lay  Press 
as  a  failure  rate  of  three  to  four  per 
cent,  with  the  implication  that  each  of 
the  estimated  2,500,000  couples  currently 
using  this  protective  must  therefore  be  in 
a  permanent  state  of  pregnancy! 

Since  the  average  fertile  life  of  a  woman 
within  marriage  is  25  to  30  years,  the 
Pearl  formula  has  therefore  to  be  adjusted 
to  give  a  more  meaningful  figure  for  one 
individual.  Risk  taking — or  user  failures 
(which  in  the  case  of  the  protective  means 
inconsistent  use  of  the  method)  represents 
a  greater  proportion  of  pregnancies.  If 
used  correctly  and  consistently,  the  failure 
rate  of  this  method  is  in  the  order  of 
once  in  approximately  12,000  acts  of 
intercourse. 

At  LR  Industries  whilst  production 
standards  equate  to  those  of  the  pharma- 
ceutical industry,  a  variation  concerns 
quality  control,  staff  for  which  outnumber 
production  staff  by  six  to  one. 

In  addition  to  checks  at  every  stage 
throughout  manufacture,  every  protective 
is  electronically  tested.  This  process  con- 
sists of  fitting  each  protective  on  to  an 
aluminium  former,  which  is  then  immersed 
in  an  electrolyte  solution  and  subjected 
to  an  electric  charge,  defective  products 
are  rejected  automatically.  After  protec- 
tives have  reached  retail  outlets,  company 
representatives  re-purchase  packets  to  a 
pre-determined  pattern,  for  re-examination. 


Thus  the  standards  operated  by  the 
company  are  above  those  published  by 
various  authorities  such  as  the  British 
Standards  Institution,  whose  "kite  mark" 
all  Durex  packs  carry. 

The  range  of  protectives  available  in- 
cludes a  number  of  types — dry  or  lubri- 
cated, plain  or  teat  ended,  transparent  or 
coloured,  standard  or  reduced  weight,  and 
paralleled  sided  or  "shaped".  Over  the  past 
few  years,  lubricated  protectives  have  in- 
creased in  popularity  and  now  represent 
over  90  per  cent  of  sales. 

A  new  development  is  the  incorporation 
of  a  spermicide  into  the  lubricant.  This 
advance  is  currently  on  area  test,  and  it 
is  anticipated  that  it  will  be  extended  to 
national  distribution  in  an  existing  brand, 
in  the  near  future. 

Other  physical  contraceptives 

For  the  female,  a  wider  choice  of  contra- 
ceptive exists,  including  of  course  the 
oral  contraceptive,  spermicides,  and  two 
types  of  physical  contraceptives — the  dia- 
phragm or  cap,  and  the  intra-uterine 
device  (lUD).  Fitting  both  the  diaphragm 
and  the  lUD  require  medical  consultation. 

The  diaphragm  or  cap  is  currently  used 
by  approximately  250,000  women.  It  con- 
sists of  a  dome  of  rubber,  which  is  in- 
serted into  the  vagina,  to  cover  the  cervix. 
A  prime  function  of  the  diaphragm  is  to 
act  as  a  carrier  for  a  spermicide,  it  being 
essential  that  a  spermicidal  jelly  or  cream 
should  be  used  at  the  same  time.  It  should 
not  attack  the  rubber. 

There  are  two  main  types  of  diaphragm 
— the  more  commonly  used  flat  or  watch 
spring  type  and  the  coil  spring  type. 
Additional  types,  now  very  rarely  used, 
include  the  cervical  cap,  also  known  as 
the  check  pessary,  and  the  vault  cap,  which 
is  available  in  rubber  or  plastic. 

The  flat  spring  type  diaphragm  manu- 
factured under  the  Durex  brand  name  is 
in  thirteen  different  sizes,  from  55mm 
diameter  by  2Tmm  steps  to  75mm,  and 
from  75mm  by  5mm  steps  to  95mm.  Initial 
determination  of  the  size  is  made  by  a 
doctor  or  clinic,  who  may  then  issue  a 
prescription  upon  a  pharmacy.  Because 
of  the  unavoidable  proliferation  of  sizes, 
retail  distribution  is  relatively  low,  but 
most  wholesale  chemists  maintain  stocks 
of  all  sizes. 

The  intra-uterine  device,  a  small  coil 
or  loop  which  is  inserted  into  the  uterus, 
is  usually  plastic,  and  is  commonly  pro- 
vided in  a  sterile  package  with  disposable 
applicators. 

lUDs  can  only  be  fitted  by  the  medical 
profession,  and  are  generally  more  suitable 
for  the  multiparous.  Initial  side  effects 
are  fairly  common,  and  usually  relate  to 
abnormal  menstrual  flow,  sometimes 
coupled  with  low  backache.  A  less  frequent 
problem  is  that  the  intra-uterine  device  is 
occasionally  expelled,  sometimes  without 
the  knowledge  of  the  woman.  More 
serious  medical  problems,  such  as  perfor- 
ation of  the  uterus,  are  rare. 
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display  Ortho  Pharmaceutical  Ltd. 
offer  a  bonus  of  fourteen  to  the 
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CONTRACEPTION : 

Steroid  Hormones 

By  Dr  G.  I.  M.  Swyer,  consultant  endocrinologist,  University  College  Hospital 


Although  oestrogen-progestogen  contracep- 
tives were  introduced  as  long  ago  as  1955. 
and  synthetic  oestrogens  had  been  in  clini- 
cal use  for  at  least  15  years  or  more,  until 
recently  there  had  been  little  attempt  to 
study  the  basic  pharmacology  of  these 
compounds.  Even  now,  knowledge  of 
absorption,  excretion  and  blood-levels 
in  women  using  oral  contraceptives  is 
surprisingly  limited.  Information  is  more 
ample  regarding  the  endocrine  and  other 
metabolic  effects  of  contraceptive  steroids, 
as  well  as  their  clinical  effects  which 
have  been  the  subject  of  numerous,  if 
mostly  haphazard,  studies. 

The  primary  contraceptive  action  of 
these  compounds  is  undoubtedly  inhibi- 
tion of  ovulation.  This  is  brought  about 
by  interference  with  the  secretion  of  gon- 
adotrophin-releasing  factors  by  the  hypo- 
thalamus, with  consequent  suppression  of 
secretion  and  release  of  gonadotrophins 
by  the  anterior  lobe  of  the  pituitary  gland. 
Oestrogens  alone  suppress  follicle-stimu- 
lating hormone  (FSH)  release,  while  that 
of  luteinising  hormone  (LH)  may  be  in- 
creased; progestogens  alone  suppress  LH 
release.  When  combined  formulations  are 
used  both  FSH  and  LH  are  suppressed, 
with  resulting  quiescence  of  the  ovaries 
and  no  follicular  development. 

The  second  mechanism  depends  upon 
the  direct  action  of  the  steroids  on  oestro- 
gen- and  progestogen-sensitive  target 
organs.  With  combined  formulations  the 
cervical  mucus  is  rendered  more  or  less 
hostile  to  sperm  ascent  by  the  progesto- 
gen fraction  while  the  endometrium 
becomes  hypoplastic,  thus  reducing  the 
likelihood  of  implantation  in  the  event  of 
break-through  ovulation.  It  is  not  unlikely 
that  other  actions  on  gamete  transport 
though  the  upper  reproductive  tract  may 
also  contribute  to  the  anti-fertility  action. 

Endocrine  effects 

Oral  contraceptives  have  no  apparent  effect 
on  the  normal  thyroid  gland  but  certain 
tests  of  thyroid  function  may  be  affected. 
Because  of  the  increased  plasma  level  of 
transporting  globulins,  the  protein-bound 
iodine  (PBI)  is  raised.  Only  radioiodine 
uptake  (or  excretion)  tests  of  thyroid  func- 
tion are  valid  in  oral  contraceptive  users; 
if  other  tests  are  deemed  necessary  oral 
contraceptives  must  be  stopped  for  at  least 
six  weeks  before  they  are  undertaken. 

Oestrogens  affect  the  adrenal  glands  by 
raising  the  level  of  plasma  corticosteroid- 
binding  globulin  (transcortin)  so'  that  the 
total  plasma  corticosteroid  level  is  increased. 
The  level  of  unbound  corticosteroid  is 
probably  unchanged  and  so.  in  the  view  of 
most,  no  clinical  effects  attributable  to  a 
raised  plasma  Cortisol  are  seen  in  oral 


contraceptive  users.  However,  this  view  is 
not  accepted  by  all  and  the  belief  has 
been  expressed  that  the  bound  Cortisol 
in  the  plasma  may  also  have  some  biolo- 
gical activity,  accounting  for  some  of  the 
changes  in  carbohydrate  tolerance  seen 
in  some  oral  contraceptive  users. 

Conventional  tests  of  adrenal  function 
show  no  specific  changes  with  the  excep- 
tion that  in  some  oral  contraceptive  users 
there  is  a  reduced  response  to  metyrapone. 
This  compound  blocks  certain  andreno- 
cortical  hydroxyiating  enzymes,  thus  pro- 
ducing a  condition  resembling  congenital 
adrenal  hyperplasia;  Cortisol  secretion  is 
reduced,  its  feedback  effect  on  the  hypo- 
thalamus is  decreased  and  hence  ACTH 
secretion  by  the  anterior  pituitary  gland 
is  increased,  leading  to  an  augmented  ex- 
cretion in  the  urine  of  17-ketosteroids  and 
hydroxycorticosteroids. 

Ottier  metabolic  consequences 

In  some  apparently  normal  women  using 
oral  contraceptives  increased  plasma  levels 
of  growth  hormone,  sometimes  accom- 
panied by  compensatory  increases  in 
plasma  levels  of  insulin,  have  been  ob- 
served. There  may  be  an  increase  in  the 
fasting  level  of  blood  glucose,  accom- 
panied by  a  decrease  in  carbohydrate 
tolerance  and  an  increase  in  non-esterified 
fatty  acids,  triglycerides  and  pyruvate. 

These  findings — "steroid  diabetes" — are 
similar  to  those  which  may  be  induced  by 
corticosteroids  and  are  more  common  in 
obese  oral  contraceptive  users.  It  has 
been  suggested  that  they  are,  in  fact, 
attributable  to  the  raised  plasma  Cortisol, 
despite  the  supposedly  biological  inac- 
tivity of  the  bound  Cortisol  fraction  which, 
as  previously  mentioned,  is  responsible  for 
the  raised  total  Cortisol. 

It  is  still  not  possible  to  say  what  the 
clinical  significance  of  those  changes  might 
be,  whether  for  the  development  of  overt, 
insulin-requiring  diabetes  or  for  the  pre- 
disposition to  atherosclerosis. 

Transient  deviations  in  conventional 
liver  function  tests  have  been  observed 
not  uncommonly  during  the  first  cycle  or 
two  of  oral  contraception  but  such  devia- 
tions are  relatively  rare  in  long-term  oral 
contraceptive  users. 

Cholestatic  jaundice  occurs  in  some 
women  using  oral  contraceptives.  It  has 
been  seen  most  frequently  in  Scandi- 
navia and  Chile;  in  the  UK  and  the  USA 
it  appears  to  be  rare.  Women  who  have 
previously  had  idiopathic  recurrent  jaun- 
dice of  pregnancy  or  have  chronic  dis- 
orders of  hepatic  excretory  function,  are 
particularly  likely  to  develop  jaundice 
when  taking  oral  contraceptives  (or  other 
17-alkylated  steroids);  these  conditions  are 


therefore  contraindications  to  oral  contra- 
ception. 

An  important  action  of  oestrogens  on 
the  liver  is  their  induction  effect  on  enzyme 
synthesis.  Among  the  consequences  of  this 
are  changes  in  the  plasma  proteins :  an 
increase  in  a,,  a.,  and  P  globuUns  (in- 
cluding the  transporting  globulins)  and 
a  decrease  in  albumin;  and  changes  in 
blood  clotting  factors. 

An  increase  in  blood  pressure  in  women 
using  oral  contraceptives  has  been  shown 
by  several  workers  but  the  frequency  with 
which  this  change  occurs  is  not  known. 
In  general,  the  rise  is  more  marked  in 
the  systolic  than  in  the  diastolic  pressure. 
Pre-existing  hypertension  may  be  aggra- 
vated, but  this  is  by  no  m©ans  invariable. 

On  stopping  oral  contraceptive  adminis- 
tration the  raised  blood  pressiu-e  usually 
falls,  but  not  always.  Changing  to  a 
different  formulation  may  then  have  little 
or  no  effect  on  the  blood  pressure — or 
many  again  lead  to  an  increase.  The  avail- 
able data  do  not  provide  any  clear  distinc- 
tion between  difl'erent  formulations  as 
regards  their  hypertensive  effects. 

Although  there  are  discrepancies  among 
the  numerous  reports  on  the  effects  of 
oestrogen-containing  oral  contraceptives  on 
the  concentrations  in  the  blood  of  the 
various  clotting  factors,  it  is  now  generally 
accepted  that  significant  increases  occur, 
especially  in  those  of  factors  VII  and  X, 
and  in  adenosine  diphosphate  (ADP)-in- 
duced  platelet  aggregation.  These  were  not 
seen  in  women  using  chlormadinone  as  a 
continuous  progestogen-alone  contracep- 
continued  on  p  108 
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CONTRACEPTION : 

The  Future 


continued  from  p  107 
tive  The  effects  of  combined  oral  contra- 
ceptives persist  with  continued  use  but  are 
not  cumulative. 

Cases  of  thrombo-embolic  disease  in 
oral  contraceptive  users  were  first  reported 
in  1961,  but,  being  rare  events,  the  estab- 
lishment of  a  causal  relationship  pre- 
sented great  ditficulties. 

Subsequent  publications  have  left  no 
doubt  that,  at  least  in  the  UK,  USA, 
Denmark  and  Sweden,  statistical  evidence 
associates  oral  contraceptive  use  with 
an  increased  morbidity  and  morality 
from  venous  and  cerebral  arterial  throm- 
bo-embolic disease.  The  evidence  regard- 
ing a  causal  relationship  between  oral 
contraceptive  use  and  myocardial  infarc- 
tion due  to  coronary  thrombosis  is  much 
less  convincing. 

Putting  it  in  perspective 

The  assessment  of  the  risks  of  birth  con- 
trol in  relation  to  the  risks  of  pregnancy 
is  complex.  Even  allowing  for  considerable 
errors  in  the  basic  data  from  which  such 
assessments  have  been  made,  it  is  possible  j 
to  show  that  the  risk  of  death,  whether  ] 
from  the  family  planning  method  or  from 
pregnancy  due  to  its  failure,  is  of  the 
same  order  regardless  of  whichever  method 
of  family  planning  is  used.  If  no  method  is 
used  the  risk  of  death  is  perhaps  five  to 
ten  times  greater  in  developed  countries 
with  relatively  low  maternal  mortality 
rates.  In  those  countries  where  maternal 
mortality  rates  are  much  higher,  the  most 
effective  methods  of  birth  control — which, 
of  course,  include  oral  contraception — 
carry  the  least  risk  of  mortality. 

The  known  death  rate  from  oral  contra- 
ceptives usage  (about  20  per  million  per 
annum)  is  probably  of  the  same  order  of 
magnitude  as  deaths  due  to  cricket  or 
football.  Swimming  is  a  good  deal  more 
dangerous.  On  average,  every  car  driver 
will  be  admitted  to  hospital  once  in  20 
years  as  the  result  of  a  road  accident  but 
a  woman  would  have  to  use  oral  contra- 
ceptives for  2,000  years  for  a  similar 
chance  of  being  admitted  to  hospital  with 
a  thrombo-embolic  episode. 

If  the  sales  of  cigarettes  and  oral  con- 
traceptives, and  their  respective  mortality 
rates,  are  compared,  one  oral  contracep- 
tive pill  is  as  dangerous  as  smoking  one- 
third  of  a  cigarette  once  a  day  for  three 
weeks  out  of  four! 

Most,  if  not  all,  of  the  metabolic  changes 
from  which  stem  the  major  adverse  effects 
of  combined  oral  contraceptives  appear  to 
be  due  to  the  oestrogen  component.  For 
that  reason  alone  the  efforts  to  develop 
progestogen-alone  formulations  are  un- 
doubtedly justified.  Apart  from  their  les- 
ser contraceptive  efficiency,  in  comparison 
with  combined  formulations  (though  still 
comparing  favourably  with  other  rever- 
sible methods  of  birth  control),  progesto- 
gens alone  are  associated  with  poor  cycle 
control  in  many  users.  It  is  this  factor, 
more  than  any  other  which  appears  to 
limit  their  acceptability. 

A  fuller  version  of  this  paper  will  be  pub- 
lished later  this  year  by  Churc  hill  j  Living- 
stone as  part  of  the  proceedings  of  the 
first  International  Meeting  of  Medical 
Advisers  in  the  Pharmaceutical  Industry. 


Figures  produced  in  the  past  on  the  failure 
rates  of  various  contraceptives  have  been 
inflated  according  to  Dr  John  Peel,  reader 
in  Sociology,  University  of  York.  He 
recently  said  in  his  paper  on  the  second 
Hull  survey  (C&D,  July  8,  p  34):  "Couples 
are  now  having  the  famihes  they  want 
rather  than  making  the  best  of  what  they 
get  and  indulging  in  subsequent  rationali- 
sations about  the  result." 

The  choice  of  contracepUve  technique 
still  appears  to  be  very  much  a  matter  of 
personal  preference,  although  Dr  Peel 
did  find  that  the  "'pill",  condom  and  with- 
drawal were  the  three  major  techniques 
used  in  England  now. 

It  is  certainly  evident  that  the  use  of 
the  diaphragm  is  gradually  declining  in 
the  face  of  the  greater  reliability  of  the 
oral  contraceptives  and  the  lUD.  The 
latter's  use  is  increasing  although  it  re- 
mains less  popular  than  the  "pill". 

Figures  indicate  that  1-8  million 
women,  or  18  per  cent  of  all  women  in 
the  fertile  age  group  were  using  the  "pill" 
at  the  end  of  1971.  Side  effects  or  the  fear 
of  them  obviously  will  affect  the  size  of 
that  percentage.  Another  problem  for  the 
forgetful  woman  is  that  the  risk  of  preg- 
nancy rises  with  the  number  of  tablets 
which  are  not  taken  in  a  particular  cycle. 

'Pill'  mortality  decreasing 

Fears  of  the  danger  of  thrombo-embolism 
are  diminishing  since  the  Committee 
on  Safety  of  Drugs,  as  it  then  was, 
recommended  a  lower  oestrogen  content 
for  "pills"  in  1969.  The  chief  medical 
statistician  at  Somerset  House.  Dr  A.  M. 
Adelstein,  recently  stated  that  in  1969  in 
England  and  Wales  the  "pill"  was  impli- 
cated in  27  deaths  due  to  thromboses  and 
in  1970  the  figure  was  13.  "Highly  sugges- 
tive evidence",  he  said  "that  mortality 
related  to  the  nill  had  decreased  materi- 
ally." 

With  the  range  of  problems  associated 
with  current  birth  control  techniques  it 
is  encouraging  to  see  the  vast  amount  of 
research  at  present  going  into  reproductive 
physiology  and  towards  the  development 
of  new  techniques. 

Shortly  to  make  its  second  appearance 
in  this  country  is  the  range  of  "mini-pills". 
At  least  six  brands  of  progestogen-only 
"pill"  are  expected  to  be  sanctioned  by 
the  Committee  on  Safety  of  Medicines.  At 
the  end  of  1969  Normenon  and  Verton 
were  withdrawn.  It  is  anticipated  that  there 
will  be  two  main  types  of  new  product: 
those  containing  chlormadinone  and  those 
containing  norethisterone. 

On  the  near  horizon  too  is  the  launching 
of  a  male/female  product  consisting  of 
a  pliable  plastic  square  impregnated  with 
spermicides  {C&D  May  27,  p  726). 

Already  in  use  are  different  types  of 


"pharmacologically  active"  intra-uterine 
device.  A  World  Health  Organisation 
scientific  group  reported  recently  on  ad- 
vances in  fertility  control.  The  group 
referred  to  the  quantity  of  evidence  which 
had  accumulated  to  show  that  the  presence 
of  a  foreign  body  in  the  uterine  cavity 
causes  a  leucocytic  infiltration  of  the  endo- 
metrium, which  for  some  reason  prevents 
fertilisation  and  implantation  of  the  grow- 
ing ovum.  They  say  that  the  size  and 
shape  of  an  lUD  probably  have  less 
influence  on  its  contraceptive  action  than 
does  the  nature  of  the  material  of  which 
it  is  made. 

Studies  have  been  carried  out  on  a  new 
type  of  lUD  which  is  in  the  form  of  a 
slender,  T-shaped  piece  of  polyethylene 
with  a  thin  copper  wire  round  the  ver- 
tical part  of  the  T.  Its  effectiveness  has 
been  found  to  be  directly  proportional  to 
the  surface  area  of  the  copper;  expulsion 
and  abnormal  bleeding  rates  are  low. 

I 

Ingenious  devices 

A  conventional  lUD  has  been  modified 
by  removing  a  small  segment  and  sub- 
stituting a  capsule  which  releases  proges-  i 
terone.  Tests  have  been  carried  out  in  a  I 
small  number  of  women.  i 

The  Indian  Drug  Research  Institute  i 
has  had  success  with  a  new  intra-vaginal  { 
contraceptive — a  five  centimeter  square  I 
carboxy  methyl  cellulose  film  impregnated  1 
with  urea.  The  method  is  based  on  the  ' 
protein-denaturing  properties  of  urea  and  I 
in  about  300  cycles  in  115  young  women 
no  pregnancy  was  found  to  occur.  The 
trial  continues. 

A  "free-floating"  uterine  contraceptive 
is  being  developed  by  the  Alza  Corpora- 
tion of  California  under  the  direction  of 
Dr  Alezandro  Zaffaroni. 

Dr  Zaffaroni  is  studying  new  methods  i 
of  delivering  drugs  direct  to  their  site  of 
action.  His  contraceptive  consists  of  a 
flexible  membrane  or  sac  containing 
progesterone  which  is  inserted  under  medi- 
cal supervision. 

It  is  much  smaller  and  softer  than  the 
conventional  lUD.  The  longest  time  any 
woman  has  used  the  device  is  about  15 
months.  It  is  being  tested  in  1,000  women 
in  the  United  States  and  Mexico. 

Long  acting  steroid  products  should 
gain  acceptance  fairly  soon  if  some  of  the 
reports  of  a  "once  a  week",  "once  a 
month",  or  "once  a  year"  treatment  prove 
fair.  Injections  and  subcutaneous  implants 
are  being  used  in  various  parts  of  the 
world. 

Continuous  low  doses  of  progesterone 
can  be  achieved  by  giving  intramuscular 
medroxyprogesterone.  150mg  given  at 
three-monthly  intervals  proves  an  effective 
treatment,  but  it  may  take  six  months  or 
more  for  fertility  to  return  after  the  last 
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injection.  The  endometrial  pattern  pro- 
duced shows  that  the  oestrogen-proges- 
terone balance  is  far  from  normal. 

There  are  still  discussions  on  the  pro- 
duction of  a  male  "pill".  A  meeting  in 
Prague  recently  dealt  with  the  subject.  It 
is  understood  that  several  European  com- 
panies are  interested  in  the  production 
of  male  contraceptives. 

Difficulties  encountered  with  male  oral 
contraception  include  problems  of  the 
possible  loss  of  libido,  other  serious  side 
effects  and  the  fact  that  sperm  produced 
in  the  semeniferous  tubules  take  two  to 
three  months  to  reach  the  ejaculate. 

In  the  future  non-steroid  contraceptive 
substances  for  both  male  and  female 
cannot  be  ruled  out. 

Post-coital  "pills"  are  not  really  within 


the  scope  of  this  feature  but  intensive 
work  is  being  carried  out  on  both  steroid 
hormones  and  prostaglandins. 

Finally  another  birth  control  develop- 
ment which  cannot  be  ignored  is  the  tech- 
nique of  vacuum  aspiration  for  menstrual 
extraction — a  simple  two  minute  abortion 
procedure.  A  cannula  connected  to  a 
50ml  syringe  is  employed.  In  Britain  the 
technique  has  been  found  satisfactory  at 
King's  College  Hospital. 

It  was  pioneered  in  America  by  Dr 
Harvey  Karman  who  has  received  the 
unique  distinctions  of  being  presented  with 
a  crystal  bowl  in  recognition  of  his  work 
by  the  recent  Stockholm  environment 
conference  and  of  also  being  fined  $2,500 
by  a  Los  Angeles  court  for  illegal  abor- 
tion! 


CONTRACEPTION : 


Point  of  Sale 


One  method  to  detect  how  much  the 
Pharmaceutical  Society's  change  of  policy 
on  the  display  of  contraceptives  has 
affected  sales  is  to  ask  the  manufacturers. 
C&D  adopted  this  approach  and  was 
somewhat  startled  by  the  frank  replies. 

But  remember  they  are  remarks  made 
by  companies  whose  products  are  still 
largely  condemned  to  remain  under  the 
counter  or  in  a  drawer  somewhere. 

Syntex  Pharmaceuticals  Ltd  conducted 
an  experiment  four  months  ago  in  North- 
west London  and  Manchester.  Some  100 
pharmacists  in  the  two  locations  were 
interviewed.  Fewer  than  10  were  willing 
to  display  Staycept  spermicidal  jelly, 
although  the  majority  stated  that  the  pro- 
duct was  kept  in  stock  and  was  supplied 
on  demand. 

No  shift  of  opinion 

The  findings,  the  company  states,  con- 
firmed the  conclusions  of  the  Conserva- 
tion Society  (p  103)  whose  findings  were 
published  in  the  lay  Press  at  the  time. 
Syntex  had  detected  little  or  no  shift  of 
opinion  amongst  pharmacists. 

W.  J.  Rendell  Ltd  state  that  the  retail 
pharmacist's  involvement  in  the  distribu- 
tion of  contraceptive  preparations  is  not 
what  it  should  be.  Many  are  not  aware  of 
the  Pharmaceutical  Society's  change  of 
policy  and  when  they  are,  they  prefer  to 
keep  contraceptives  "in  the  drawer". 

"The  general  public  is  not  orientated 
towards  purchasing  an  advertised  product 
which  is  not  displayed  for  sale  and  there- 
fore advertising  of  contraceptives  loses 
much  of  its  impact.  If  the  pharmacist  does 
not  take  up  the  opportunies  for  the  more 
widespread  sale  of  contraceptives  now 
available  to  him,  them  somebody  else  will." 

By  displaying  contraceptives,  a  spokes- 
man for  the  company  suggested,  the  phar- 


macist could  provide  a  service  of  value 
to  the  community  as  a  whole.  He  pointed 
to  the  Office  of  Population  Censuses  and 
Surveys  statistics  on  the  types  of  method 
used — 42  per  cent  of  all  married  couples 
used  the  protective,  34  per  cent  withdrawal, 
1 1  per  cent  the  rhythm  method,  whereas  3 
per  cent  of  all  social  groups  use  pessaries. 
He  predicted  a  rather  different  overall 
picture  with  the  display  of  family  planning 
requisites. 

Overcoming  inliibitions 

Coates  and  Cooper  Ltd  remarked:  "At 
this  point  in  time  the  retail  pharmacy 
involvement  outside  fulfilling  prescriptions 
for  the  'pill'  is  fairly  minimal.  The  recent 
change  in  policy  has  had  little  effect  on 
our  sales  .  .  .  the  pharmacy  is  not  a 
suitable  environment  in  which  the  custo- 
mer would  ask  for  advice,  or  information, 
on  the  various  methods  and  products 
available." 

Ortho  Pharmaceutical  Ltd :  "The  phar- 
macist, as  the  link  with  the  customer, 
should  ensure  that  confidence  is  given 
to  the  public  in  purchasing  and  using 
contraceptives. 

"To  assist  in  overcoming  the  basic  inhi- 
bitions that  face  many  people  when  asking 
for  contraceptive  products,  the  products 
themselves,  a  sign,  poster  or  sticker  should 
be  displayed,  indicating  the  types  of  pro- 
ducts that  are  available." 

Ortho  recommend  that  all  staff  have  a 
basic  knowledge  of  the  contraceptive  pro- 
ducts on  sale  (as  for  any  other  product) 
and  ideally,  they  say,  a  member  of  staff 
should  be  available  at  all  times  to  advise. 

The  effect  of  the  Society's  policy  change 
would  not  really  be  fully  felt  until  all, 
or  the  great  majority  of  pharmacists, 
tangibly  recognised  their  role  as  the  most 
logical  source  of  contraceptive  informa- 
tion and  supplies. 


A  statement  from  Gerhardt  Pharmaceu- 
ticals Ltd  pointed  out :  "There  is  no  doubt 
that  the  open  display  of  contraceptives 
can  only  lead  to  more  purchases  in  the 
chemist  shop,  most  women  still  want  to 
make  their  purchases  with  as  little  fuss  as 
possible." 

And  of  the  manufacturers  of  protec- 
tives,  LR  Industries  Ltd  responded  with 
the  remark  that  the  action  of  the  Phar- 
maceutical Society's  in  deleting  its  restric- 
tive clause  in  its  Statement  upon  Matters 
of  Professional  Conduct  had  been  wel- 
comed by  major  manufacturers  of  o-t-c 
contraceptives  "as  a  substantial  step  to- 
wards 'normality'  as  an  acceptable  repeat 
purchase  consumer  product". 

The  company  believes  strongly  that  the 
pharmacy  is  a  most  appropriate  point  of 
purchase  for  the  protective,  and  that 
dignified  promotion  through  the  phar- 
macy would  improve  the  sales  and  public 
image  of  this  contraceptive. 

"The  professional  qualifications  of  the 
pharmacist  may  be  valuable  if  advice  is 
required,  and  products  sold  through  the 
pharmacy  will  certainly  have  been  stored 
correctly,  and  in  perfect  condition." 

"The  pharmacist  should  and  could  do 
a  lot  more  to  display  and  sell  contra- 
ceptives of  our  production  type,"  state 
Tellercrest  (London)  Ltd.  "We  estimate 
the  pharmacist's  share  of  the  male  contra- 
ceptive market  has  declined  from  34  per 
cent  to  approximately  20  per  cent.  This 
has  been  brought  about  by  lack  of  dis- 
plays or  announcements  in  the  shop. 

Hiding  them  away 

"How  can  you  sell  them  if  you  hide 
them?"  said  Tellercrest. 

Surex  Ltd  do  not  regard  the  pharmacist 
as  deeply  involved  in  the  selling  of  con- 
traceptives, and  hardly  at  all  in  the 
promotion  of  protective  products  other 
than  the  brand  leader. 

One  company  director  turning  round 
one  of  the  questions  we  asked  him  said. 
"You  might  have  asked ;  'What  steps  have 
been  taken  by  the  pharmacist  to  assist 
your  company  to  promote  contraceptives 
in  a  professional  way'?'  I  could  then 
answer :  None." 

But  what  is  the  manufacturer  of  contra- 
ceptives doing  himself  to  promote  his  pro- 
ducts? 

The  majority  are  found  now  to  be  pro- 
continued  on  p  110 

A  Syntex  display  outer 
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Ortho's  new  counter  presentation  to  be 
available  in  August 

Continued  from  p  109 
ducing  attractive  display  outers  or  show- 
cards.  Several  manufacturers  publish  infor- 
mative booklets  and  leaflets  on  contra- 
ception and  their  products. 

Companies  until  recently  had  great  diffi- 
culty in  placing  advertisements,  many  lead- 
ing journals  and  newspapers  would  not 
take  their  advertisements,  and  where  they 
were  accepted  a  "soft  sell"  rather  than 
today's  factual  advertising  had  to  be  used. 

Gerhardt  Pharmaceuticals  experienced 
that  difficulty.  "Indeed  one  newspaper 
reluctantly  agreed  to  take  the  advertise- 
ment," they  said,  "if  we  didn't  mention 
the  word  'contraceptive'." 

Gerhardt's  Emko  vaginal  foam  was  the 
original  aerosol  contraceptive.  It  was 
introduced,  they  say,  as  part  of  a  philan- 
thropic programme  undertaken  by  Mr 
Joseph  Sunnen  for  purely  humanitarian 
reasons,  as  acknowledged  by  the  Inter- 
national Planned  Parenthood  Federation 
in  a  special  citation.  It  is  a  product  which 
is  sold  in  sophisticated  countries  in  order 
that  free  contraception  can  be  made  avail- 
able through  the  Sunnen  Foundation  to 
the  underprivileged. 

A  new  innovation  will  be  introduced  to 
this  market  in  the  near  future  they  say. 

Staycept  spermicidal  jelly  and  pessaries 

The  September  1971  Which!  supplement 
on  contraceptives  gives  advice  on  the  use 
of  spermicidal  pessaries  with  creams.  The 
Consumers'  Association  points  out  that 
a  pessary  may  be  used  to  add  an  extra  dose 
of  spermicide  after  a  cap  and  cream  have 
been  in  place  for  some  time.  For  com- 
patibility Which?  suggests  the  following 
suitable  pairs: 


creams 

pessaries 

Clinocap  soluble 

Clinocap 

with 

pessaries 

Prentif  gels 

Antemin 
Duracreme 
Duragel 
Ortho-Creme 
Ortho-Gynol 
Preceptin  gel 
Rendell  cream 
Staycept 


with 


Orthoforms 
Staycept 


have  the  approval  of  the  IPPF.  Syntex 
have  recently  designed  display  outers  for 
Staycept  jelly.  The  range  is  supplied  only 
to  bona  fide  family  planning  clinics  and 
retail  pharmacies. 

Ortho  claim  to  be  reaching  250  million 
readers  with  feature  advertisements  on 
Delfen  contraceptive  foam  in  News  of  the 
World  and  women's  journals. 

In  August  they  plan  to  introduce  a  new 
retail  display  programme.  New  outers  will 
also  include  refill  packs. 

The  display  unit,  carrying  six  foam 
packs  with  applicator  and  six  refills,  will 
be  sold  to  the  pharmacist  fully  stocked, 
with  a  bonus  offer  of  one  applicator  pack 
and  one  refill  supplied  free. 

Bonus  purchases  will  be  transferred 
from  usual  wholesalers  and  will  carry  nor- 
mal credit  terms. 

The  company  would  like  to  see  every 
pharmacy  including  a  special  "contra- 
ceptive dispensary"  section,  where  contra- 
ceptives could  be  displayed  on  a  self- 
service  basis. 

Just  prior  to  the  Pharmaceutical 
Society's  change  of  policy  on  promotion 
Rendells  re-designed  the  packaging  of 
their  products,  Rendells  and  Genexol,  and 
brought  into  use  customer-service  display 
outers. 


7/76  full  range  of  Durex  protectives 

Coates  &  Cooper  Ltd  provide  display 
cards  and  their  cartons  for  Gynomin  and 
Antemin  are  packed  in  a  suitable  form  for 
counter  display.  The  company  is  at  pre- 
sent re-designing  and  up-dating  its  product 
booklets  so  that  they  present  a  modem 
image. 

Recent  research  conducted  by  LR  Indus- 
tries has  confirmed  a  lack  of  embarrass- 
ment by  assistants  in  retail  pharmacies. 
But  it  is  accepted  that  some  consumers 
feel  considerable  embarrassment,  particu- 
larly if  served  by  a  female  assistant.  With 
this  in  mind  the  company  has  designed 
a  counter  dispenser  which  carries  the  full 
range  of  their  protectives,  to  enable  self 
selection  without  pilferage,  and  thereby  to 
reduce  consumer  embarrassment.  That 
item,  and  a  special  shelf  or  window  card, 
are  available  exclusively  to  the  pharmacy. 

LR  Industries  are  currently  conducting 
a  competition  based  upon  placement  of  the 
counter  dispenser  and  strip,  with  over  100 


prizes  including  a  colour  television  or 
sailing  dinghy.  That  links  with  the  present 
extensive  advertising  campaign  being  con- 
ducted in  virtually  all  major  publications, 
promoting  Durex  brands  of  protectives. 

Tellercrest  (London)  Ltd,  who  pre- 
viously imported  Crest  American  products 
and  continue  to  do  so,  are  now  marketing 
two  products  made  at  their  new  Chatham 
factory.  They  have  installed  "the  latest 
machinery  to  test  both  electronically  and 
by  air  to  the  highest  standards". 

The  company  has  chosen  Gold  Knight 
and  Silver  Knight  as  names  for  the  pro- 
ducts "to  give  least  embarrassment".  They 
expect  to  launch  two  more  contraceptives 
later  in  the  year.  They  will  have  special 
features  but  will  not  include  a  spermicide. 

Tellercrest  are  offering  carded  packs 
and  also  free  consumer  samples  to  help 
the  pharmacist  recapture  "what  should  be 
his  trade".  They  announce  that  national 
advertising  will  take  place  under  their 
slogan  "Good  Knight". 


Businessman's  Guide  to  Value-Added 
Tax.  P.  B.  Warren.  Gower  Press  Ltd, 
Epping,  Essex,  8i  x  5|in.  Pp  105.  £2-50. 

The  author  has  attempted  to  ensure  the 
reader  becomes  conversant  with  many 
aspects  of  value  added  tax  "so  that  in  due 
course  when  the  legislation  is  finally 
known,  the  very  tight  timetable. ..will  be 
achieved  with  a  minimum  of  disruption". 
To  help  the  reader  the  author  has  in- 
cluded chapters  on  VAT  in  the  EEC,  the 
proposals  for  VAT  in  the  Republic  of 
Eire  and  a  "management  checklist".  Al- 
together a  readable  treatise  on  the  subject 
so  far  as  the  Government  has  disclosed 
its  intentions. 


Gastric  Reflux.  ICEM  Films  for  Reckitt 
&  Colman  Pharmaceutical  Division,  Hull, 
16mm.  Colour.  Sound.  Running  time  20 
minutes.  Available  on  loan  from  R&C 
film  librarian. 
Beginning  with  an  illustrated  discussion  of 
the  physiological  control  mechanisms 
guarding  against  gastric  reflux,  the  film 
moves  on  to  a  demonstration  of  the  physi- 
ological and  anatomical  abnormalities 
associated  with  reflux. 

Fibre-oesophagoscope  photography  is 
used  to  show  the  long-term  degenerative 
effects — chronic  inflammation  and  ulcera- 
tion of  the  oesophagus — caused  by  gastric 
reflux.  Case  history  material  is  then  used 
to  demonstrate  the  benefit  of  early  treat- 
ment. 

Treatment  is  discussed  in  detail,  begin- 
ning with  advice  to  the  patient  and  moving 
on  to  a  review  of  the  traditional  medical 
and  surgical  treatments.  The  new  con- 
cept of  gastric  reflux  suppression  with 
sodium  alginate  (Gaviscon)  is  appraised, 
radiographic  and  endoscopic  techniques 
beine  used  to  assess  its  effectiveness. 
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COMMENT 


Surprise,  surprise 

Most  pundits  of  the  Glaxo-Beecham-Boots  triangle 
affair  expected  the  Monopolies  Commission  to  find  nothing 
detrimental  to  the  public  interest  in  Glaxo's  link-up  with 
either  of  the  two  other  companies,  save  perhaps  the 
activities  of  Vestric.  It  was  generally  accepted  that  it 
Vestric  were  to  be  divested  the  go-ahead  for  either  merger 
was  a  foregone  conclusion. 

In  the  event  how  wrong  they  were.  Not  only  did  the 
Commission  decide  against  a  merger  with  either  Boots  or 
Beecham  (p  113)  but  they  saw  no  fault  with  Vestric  being 
an  integral  part  of  a  merged  company  even  if  it  happened 
to  be  Boots-Glaxo. 

Pharmacists  will  not  be  surprised  to  learn  that  the 
Commission  received  more  views  on  Vestric  than  on  any 
other  aspect  of  the  proposed  mergers.  It  speaks  highly  of 
their  activities  at  lobbying — at  least  volumewise. 

Many  of  the  fears  expressed  by  retailers  at  the  time 
both  bids  were  being  propagated  reappear  in  the  report 
but  on  the  whole  the  Commission  thinks  they  were  ground- 
less. For  instance  it  was  sugested  that  Boots,  via  Vestric 
would  acquire  privileged  information  of  the  purchases  of 
several  independent  retailers  and  use  that  information  to 
set  up  branches.  Boots'  answer,  which  was  accepted  by 
the  Commission,  pointed  out  that  the  statistics  which 
Vestric  would  be  able  to  provide  would  relate  to  dis- 
pensing and  dispensing  only  represents  14-8  per  cent  of 
their  turnover.  Whilst  the  figures  can  be  accepted  it  is 
doubtful  whether  independent  retailers  will  be  altogether 
satisfied  with  that  explanation. 

Anxiety  was  also'  apparent  lest  Vestric  might  give 
preference  to  Boots  when  Boots  branches  required  any 
"ethical"  in  short  supply.  Whilst  no  wholesaler  would 
admit  to  favouring  outlets  in  their  own  group  it  would  be 
stretching  credulity  to  deny  that  such  actions  have  been 
prevalent  in  the  past  or  that  it  would  not  happen  again  in 
the  future.  However,  the  Commission  seems  to  have  be- 
lieved Boots  when  they  said  that  it  would  not  pay  them 
to  antagonise  the  other  retailers  and  drive  them  to  other 
wholesalers. 

Both  Beecham  and  Boots  declared  that  they  would  not 
give  exclusive  distribution  to  Vestric.  Here  again  there  are 
grounds  for  concern  since  there  has  been  evidence  of 
some  restriction  in  the  distribution  of  Glaxo  pharmaceuti- 
cals in  Northern  Ireland. 

If  the  recommendations  of  the  Commission  came  as  a 
surprise  to  the  City  then  they  must  also  have  caused 
consternation  at  the  Department  of  Trade  and  Industry. 
Why,  having  declined  in  January  to  refer  the  Beecham 
bid  to  the  Commission,  did  they  accept  that  the  bid  is  now 
against  the  public  interest? 

An  interesting  explanation  of  this  apparent  volte-face 
was  given  in  the  Daily  Mail.  It  said:  "...the  Govern- 
ment's resignation  to  the  fact  that  once  the  lame  duck's 
policy  has  been  turned  on  its  head,  the  remainder  of  its 
policy  for  industry  might  as  well  follow".  Glaxo,  has  been 
able  to  get  the  Queen's  Award  to  Industry  each  year  for 
the  past  six  years — hardly  a  "lame  duck". 

There  comes  a  time  in  all  companies  when  it  is  necessary 


to  refurnish  their  plant  and  it  was  during  such  a  period, 
with  its  attendant  profit  standstill,  that  Beecham  oppor- 
tunely jumped  in  with  their  bid. 

At  Greenford  in  particular,  as  well  as  at  Glaxo's  plants 
and  offices  throughout  the  UK  and  overseas,  a  sigh  of 
relief  must  have  gone  up  when  the  news  became  known. 
Despite  the  board's  professed  "disappointment  that 
the  Boots'  merger  would  not  be  able  to  proceed"  the  im- 
pression was  widespread  that  Glaxo's  arrangement  with 
Boots  was  merely  to  frustrate  the  less  welcome  bid  of 
Beecham  rather  than  any  real  desire  of  mutual  expansion 
in  that  area. 

At  any  rate  Glaxo's  staff,  particularly  those  connected 
with  research,  must  be  happy  with  the  outcome,  for  they 
can  now  get  on  with  their  jobs  in  an  atmosphere  of  security 
which  must  have  been  missing  since  the  beginning  of 
December  1971.  It  was  their  work  and  theirs  alone  that 
made  the  Commission  arrive  at  its  decision. 

Who  advises  the  adviser  ? 

Training  programmes  for  all  the  health  professions  should 
contain  a  far  higher  proportion  of  time  devoted  to  all 
aspects  of  contraception,  and  the  responsibilities  and 
understanding  of  human  relationships.  So  said  the  Royal 
College  of  Obstetricians  and  Gynaecologists  earlier  in  the 
year  in  its  report  on  unplanned  pregnancy. 

We  contacted  all  the  schools  of  pharmacy  in  the  United 
Kingdom  to  see  what  emphasis  is  placed  on  contraception 
in  the  pharmacy  syllabus.  The  answer  which  came  back 
was  that  the  emphasis  was  minimal.  Yet  somebody  has 
to  accept  the  responsibility  of  conveying  expert  informa- 
tion on  techniques  to  the  neophyte  pharmacist. 

All  17  schools  of  pharmacy  appear  to  teach  their 
students  the  pharmacology  of  steroid  contraceptives.  But 
only  one  school,  during  pharmacy  practice  tutorials,  deals 
informally  v/ith  the  problem  of  broaching  the  subject  of 
contraception  with  customers.  Many  mentioned  reproduc- 
tive physiology  in  their  replies;  four  of  them  give  a  small 
amount  of  formal  instruction  on  contraceptive  techniques. 

Several  schools  indicated  that  they  were  contemplating 
giving  more  emphasis  to  contraception,  and  again  a 
number  were  involved  in  the  organisation  of,  or  were  con- 
sidering, post-graduate  coverage.  One  school  stated: 
"  Clearly  there  are  sufficient  pharmacists  ignorant  of  basic 
concepts  for  short  courses  to  be  run"  and  another  men- 
tioned providing  its  students  with  knowledge  of  the  legal 
and  ethical  aspects  of  the  prescribing  and  supply  of  the 
"pill"  and  prohibitions  on  the  supply  of  abortifacients. 

Professor  P.  S.  J.  Spencer,  replying  to  C&D  on  behalf 
of  Professor  A.  M.  Cook  of  the  Welsh  School  of 
Pharmacy,  expressed  our  sentiments  best  when  he  said: 
"Like  medical  schools,  the  schools  of  pharmacy  have, 
on  the  whole,  neglected  this  area"  and  a  lot  of  what  the 
pharmacist  has  had  to  tell  people  has  been  based  on  his 
own  experience  and  that  gleaned  from  others  probably 
similarly  inexperienced. 

Is  that  a  competent  way  of  ensuring  professional  know- 
ledge?— the  medical  schools  do  not  now  think  so. 
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Reasons  behind  Monopoly 
Commission's  rejection 
of  Glaxo  takeover  bids 


The  findings  of  the  Monopolies  Com- 
mission, announced  last  week,  that  a  take- 
over of  Glaxo  Group  Ltd  by  Beecham 
Group  Ltd  or  a  "merger"  with  Boots  Co 
Ltd  would  operate  against  the  public 
interest  and  should  not  be  permitted,  took 
most  City  correspondents  by  surprise. 

The  Department  of  Trade  and  Industry 
who  had  referred  both  of  the  bids  to  the 
Commision  on  Februray  4,  accepted  the 
report  in  full  despite  the  fact  that  the 
Department  had  refused  in  January  to 
consider  a  request  from  Glaxo  to  refer 
the  Beecham  bid  which  sparked  off  the 
affair. 

Glaxo's  comments  on  the  report's  find- 
ings and  the  Ministry's  endorsements 
were : 

"While  the  board  naturally  regrets  that 
the  proposal  to  merge  with  Boots  has  not 
been  approved,  it  is  confident  of  the 
abihty  of  the  company  to  continue  its 
growth  and  progress  as  a  strong  indepen- 
dent group.  Glaxo  has  substantial  busi- 
ness connections  with  both  Boots  and 
Beecham,  which  it  hopes  to  develop 
further  in  the  future. 

Beecham  also  expressed  regret  and  con- 
tinued to  maintain  that  "Beecham  and 
Glaxo  together  would  have  made  progress 
even  more  rapidly  than  each  will  con- 
tinue to  do  on  its  own." 

Having  concluded  that  the  mergers 
"could  be  expected  to  operate  against  the 
public  interest,"  the  Commission  said 
they  were  unable  to  recommend  any 
action  which  would  "remedy  or  prevent 
the  mischiefs'"  which  might  result  if  the 
mergers  were  permitted. 

In  reaching  their  conclusion  the  Com- 
mision considered  the  following  to  be 
the  more  important  issues : 
□  The  argument  that  an  enlarged  unit 
was  necessary  to  achieve  the  best  results 
in  the  international  pharmaceutical 
market; 


□  The  effect  of  each  merger  on  the  inter- 
national marketing  policy  and  effectiveness 
of  the  companies;  and 

□  The  balance  of  effects  of  each  merger 
on  research  and  development. 

The  Commission  noted  that  all  three 
companies  had  been  successful  so  far 
and  had  made  solid  contributions  to  the 
British  balance  of  payments.  They  con- 
sidered that  the  forecast  by  Beecham  of 
gains  from  increased  overseas  sales  was 
exaggerated,  but  nevertheless  agreed  that 
in  the  longer  term  some  advantages  to  the 
merged  companies  and  to  the  balance  of 
payments  might  result  from  either  merger 
in  respect  of  overseas  operations  by  both 
direct  exports  and  local  manufacture. 

The  key  issue,  however,  was  considered 
to  be  the  balance  of  effects  of  either 
merger  on  research  and  development 
(R&D).  The  Commission's  views  on  this 
issue  were : 

□  All  three  companies  were  well  above 
the  minimum  size  necessary  to  engage 
effectively  in  costly  and  risky  research  for 
new  products  or  processes. 

□  Maximum  efficiency  in  R&D  might  be 
achieved  by  a  size  of  company  well  below 
that  of  the  largest  in  the  international 
pharmaceutical  industry. 

□  The  British-owned  pharmaceutical  in- 
dustry was  not  at  any  disadvantage  in  R&D 
despite  it  not  containing  companies  of  the 
size  of  the  largest  foreign-owned  firms. 

□  Although  increasingly  more  resources 
would  be  required  in  future,  these  should 
preferably  be  obtained  from  internal 
growth  rather  than  by  amalgamation  of 
two  independent  units. 

□  Success  in  research  depended  upon  the 
generation  and  promotion  of  novel  ideas. 
There  was  no  ground  for  believing  that 
the  mergers  would  result  in  more  promis- 
ing ideas  than  if  the  companies  continued 


to  work  independently.  Indeed  in  respect 
of  Beecham-Glaxo  the  elimination  of  com- 
petition in  work  on  similar  areas  seemed 
more  likely  to  lead  to  fewer  ideas. 

□  The  Beecham  proposal  seemed  likely 
to  give  rise  to  uncertainties  in  the  minds 
of  the  research  staff  and  despite  efforts 
by  management  an  appreciable  time  would 
be  required  to  remove  these  uncertainties 
and  to  restore  confidence. 

□  There  were  at  present  only  a  few  in- 
dependent centres  in  the  UK  from  which 
expenditure  on  research  could  be  author- 
ised and  research  policy  determined.  Either 
merger  would  reduce  this  small  number 
and  the  Commission  considered  that  such 
a  reduction  would  impair  the  British- 
owned  industry's  overall  prospects  of  suc- 
cess in  finding  and  developing  new  pro- 
ducts. Boots,  as  an  independent  company, 
had  the  potential  to  become  one  of  the 
most  important  centres  for  R&D. 

□  Any  adverse  consequences  of  the  mer- 
ger on  R&D  would  affect  the  future  size 
of  the  British-owned  pharmaceutical  in- 
dustry, its  productivity  and  international 
competitiveness. 

Included  in  the  report  is  a  table  (re- 
produced below)  of  the  largest  world 
pharmaceutical  companies  in  1970. 

In  arriving  at  the  conclusion  that  maxi- 
mum efficiency  in  research  and  develop- 
ment might  be  achieved  by  a  size  of  a 
company  well  below  that  of  the  largest 
in  the  international  pharmaceutical  indus- 
try, the  Commission  carried  out  its  own 
empirical  workings. 

In  a  two-page  appendix  at  the  back 
of  the  report  there  is  a  survey  of  15 
major  British  and  foreign  pharmaceutical 
companies  for  the  year  1970;  and  secondly 
a  survey  of  36  major  pharmaceutical  com- 
panies with  their  innovations  over  the 
period  1950-1971. 

From  the  first,  the  commission  con- 
cludes that  "a  non-linear  relationship 
existed  between  research  intensity  and 
size  of  firm,  with  intensity  reaching  a 
maximum  when  size  (worldwide  sales  of 
ethical  pharmaceuticals)  was  approxi- 
mately £120m". 

In   the   second,   it  found   that  "there 
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Company 


Roche 

Merck 

Hoechst 

Ciba-Geigy 

Am  Home  Products 

Lilly 

Sterling 

Pfizer 

Warner-Lambert' 
Sandoz 
Upjohn 
Abbott 

E.  R.  Squibb 
Bayer 

Bristol-Myers 
Glaxo 

Rhone-Poulenc 
Schering-Plough 
Cyanamid 
Smith  K.  &  F. 
Boehringer 

Ingelheim 
Schering  AG 


Nationality 


Turnover 


Company 


Nationality 


Turnover 


Pharm 

Group 

% 

Pharm 

Group 

% 

$m 

$m 

Pharm 

$m 

$m 

Pharm 

Switzerland 

840 

1,200 

70 

Takeda 

Japan 

209 

475 

44 

USA 

670 

748 

90 

Roussel-Uclaf 

France 

183 

282 

65 

W  Germany 

497 

3,553 

14 

Wellcome 

UK 

136 

206 

66 

Switzerland 

492 

1,613 

29 

Beecham 

UK 

132 

437 

34 

USA 

479 

1,271 

37 

Searle 

USA 

125 

202 

62 

USA 

421 

592 

71 

AKZO 

Holland 

121 

2,014 

6 

USA 

418 

644 

65 

Johnson  &  Johnson 

USA 

120 

998 

12 

USA 

416 

870 

48 

Sanklo 

Japan 

120 

161 

75 

USA 

408 

1,257 

32 

Richardson  Merrell 

USA 

117 

381 

30 

Switzerland 

346 

638 

54 

Lepetit 

Italy 

117 

146 

80 

USA 

342 

398 

86 

Astra 

Sweden 

88 

123 

72 

USA 

330 

458 

72 

Carlo-Erba 

Italy 

77 

151 

51 

USA 

310 

705 

44 

ICI 

UK 

67 

3,510 

2 

W  Germany 

286 

2,602 

11 

Syntex 

USA 

67 

90 

74 

USA 

262 

979 

27 

Nicholas 

Australia 

66 

75 

88 

UK 

261 

378 

69 

Carter-Wallace 

USA 

53 

125 

42 

France 

257 

1,985 

13 

USA 

255 

402 

63 

'  Includes  Parke-Davis 

USA 

243 

1,158 

21 

Sources:  Chemical  Age,  companies'  annual  reports  and  industry 

USA 

215 

347 

62 

and  NEDO  estimates. 

Extracted  from  the  draft  Report  of  the  Pharmaceuticals  Working 

W  Germany 

211 

301 

70 

Party,   Economic  Development 

Committee  for 

The  Chemical 

W  Germany 

211 

300 

70 

Industry. 
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The  Triangle  Trust 
helps  people  of  the 
Pharmaceutical  Industry 


The  Triangle  Trust  1949  Fund  is  an  indepen- 
dent charitable  trust  administered  by  a  Board 
of  Trustees.  Its  primary  aim  is  the  relief  of 
hardship  or  distress  in  the  case  of  people  and 
their  dependents  employed,  or  formerly  em- 
ployed in  the  pharmaceutical  industry  in  Great 
Britain  and  the  British  Commonwealth.  Such 
relief  may  include  assistance  with  the  educa- 
tional expenses  of  children. 
The  Trustees  are  also  prepared  to  consider 
applications  for  financial  assistance,  beyond 
the  scope  of  an  employer's  responsibilities, 
with  education  or  training  in  general  or  special 
subjects,  including  music  and  the  arts. 


For  additional  information,  or  to  apply  for 
assistance,  write  to: 

The  Secretary,  Dept  CD 
The  Triangle  Trust  1949  Fund 
Clarges  House,  6-12,  Clarges  Street 
London  WIY  SDH 
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appeared  to  be  little  relationship  between 
the  rankings  of  the  36  firms  in  the  sample 
according  to  size  and  to  number  of  major 
pharmaceutical  innovations  produced:  the 
largest  firms  were  not  necessarily  the 
largest  producers  of  major  innovations". 

Any  advantage  which  might  accrue  from 
either  merger  in  overseas  marketing  and 
some  aspects  of  R&D  would  be  out- 
weighed by  several  disadvantages,  includ- 
ing the  removal  of  an  incentive  to  both 
Beecham  and  Boots  to  broaden  the  scope 
of  their  research;  the  elimination  of  an 
important  independent  centre  for  deciding 
the  allocation  of  funds  and  direction  of 
research  which  would  jeopardise  the  dis- 
covery and  development  of  new  products 
in  the  British-owned  pharmaceutical  in- 
dustry and,  in  the  case  of  the  Beecham 
proposal,  there  would  be  the  added  ques- 
tion of  damage  to  the  morale  of  the 
Glaxo  research  staff. 

Ownership  of  Vestric 

On  the  question  of  Vestric  the  Commis- 
sion received  considerably  more  expres- 
sions of  opinion  than  on  any  other 
aspect  of  the  proposed  mergers.  A  sug- 
gestion that  Vestric  be  hived  off  to  some 
independent  company  is  answered  by  the 
Commission  that  they  do  not  think  the 
retention  of  Vestric  by  the  merged  enter- 
prise would  be  contrary  to  the  public 
interest.  Furthermore,  they  conclude  that 
a  merger  of  Boots  and  Glaxo  would  not 
itself  increase  the  share  of  the  chemists' 
trade  which  is  held  by  Boots'  retail  shops. 
Some  statistics  from  the  report : 
Annual  purchases  of  Vestric  from  Evans 
Medical  £l-5m. 

Sixty-six  per  cent  of  Vestric  turnover 
is  accredited  for  by  sales  of  prescription 
products. 

Export  sales  of  Brufen  £2m  out  of 
Boots'  total  export  of  pharmaceutical 
products  of  £5-3m. 

Boots'  NHS  dispensing  represents  14  8 
per  cent  of  their  combined  dispensing  and 
counter  sales. 

Glaxo's  subsidiary,  Macfarlan  Smith 
produced  50  per  cent  of  the  UK  produc- 
tion of  codeine  alkaloid  in  1970;  Boots 
produced  18  4  per  cent. 

Since  the  reference  was  made  Glaxo 
Group  Ltd  became  a  wholly  owned  sub- 
sidiary of  Glaxo  Holdings  Ltd. 

The  chairman  of  the  group  which 
carried  out  the  investigation  was  Sir 
Ashton  Roskill.  The  report  (HC  341)  is 
available  from  HM  Stationery  Ofhce, 
price  £0-73  including  post. 


COMING  EVENIS 


Tuesday,  July  25 

Coventry  &  Warwickshire  Branch,  National 
Pharmaceutical  Union,  New  Inn,  Longford 
Road,  Coventry,  at  8pm.  Discussion  on 
"Recent  events  concerning  wholesaling  in  the 
Coventry  area". 

Thursday,  July  27 

Leicester    Branch,    Pharmaceutical  Society, 

Champagne  and  strawberry  party,  Leicester 
Royal  Infirmary  at  8pm.  Cost  £1-75.  Those 
wishing  to  attend,  should  notify  Mrs  Andrew, 
(Leicester  824313)  by  Monday  July  24. 


PROFESSIONAL  NEWS 


Scottish  Department 
Pharmaceutical  Society 


Pharmacy  and  the  new  NHS 
structure  in  Scotland 

In  eliminating  the  tripartite  medical  administration  of  the  NHS,  we  can  hope 
to  see  pharmacy  emerging  a  powerful  professional  arm  in  what  we  trust  will  be 
the  finest  integrated  Health  Service  in  the  world. 
With   these  words,   Mr  J.   Stewart  con- 


cluded an  address  on  the  structure  of 
pharmaceutical  services  within  the  re- 
organised Health  Services,  given  at  the 
annual  meeting  of  members  of  the  Phar- 
maceutical Society  resident  in  Scotland 
last  month.  The  following  are  some  of 
the  main  points  from  his  talk. 

The  main  emphasis  so  far  has  been  on 
the  elements  which  will  go  to  make  up 
the  new  administrative  structure  and,  as 
expected,  of  an  enabling  bill;  only  the 
bare  outline  is  indicated  and  this  applies 
also  to  the  consultative  machinery.  The 
detail  will  be  in  the  regulations. 

Regional  Hospital  Boards,  Hospital 
Boards  of  Management  and  Executive 
Councils  will  disappear  to  be  replaced  by 
Area  Health  Boards  whose  constitution 
and  method  of  appointment  will  follow 
closely  the  procedure  of  the  Civil  Service. 
No  professional  member  represents  his 
profession — he  will  be  there  in  his  own 
right. 

The  function  of  the  Health  Board  is 
to  be  responsible  for  and  maintain  a  com- 
prehensive health  service  in  its  area  and 
to  plan  the  development  of  that  service 
with  funds,  supplies  and  services. 

The  regulations  will  feature  a  require- 
ment to  divide  the  area  into  districts  if 
this  should  be  desirable. 

There  will  be  Local  Health  Councils,  at 
district  or  area  level,  to  advise  the  Area 
Board  how  best  to  perform  its  tasks 
humanely  and  efficiently.  Local  Health 
Councils  at  District  level  should  have 
access  to  pharmaceutical  advice,  and 
district  subcommittees  of  the  area  phar- 
maceutical committee  may  be  formed. 

Organisations  replaced 

Both  the  Scottish  Health  Services 
Council  and  the  Standing  Pharmaceutical 
Advisory  Committee  will  disappear  under 
the  new  legislation,  to  be  replaced  by: 
n  The  Scottish  Health  Services  Planning 
Council,  consisting  of  one  member  from 
each  Area  Health  Board,  one  member 
from  each  university  with  a  medical 
school  and  appointees  of  the  Secretary  of 
State.  Chairmen  of  national  consultative 
committees  may  attend  as  assessors  only. 
□  The  National  Consultative  Pharma- 
ceutical Committee,  which  is  to  be  set 
up  by  the  profession  will  be  recog- 
nised by  the  Secretary  of  State  if  he  is 
satisfied  that  it  is  representative  of  phar- 
macy in  Scotland.  Teaching  interests  in  the 
professions  will  be  represented.  The 
Secretary  of  State  has  power,  subject  to 
the  agreement  of  the  professional  interests 
involved,  to  make  additional  appointments. 


The  Scottish  Executive  of  the  Society 
and  the  Pharmaceutical  General  Council 
(Scotland)  will  continue  to  function,  and 
it  will  be  an  interesting  exercise  to  fit  the 
new  National  Consultative  Committee  into 
the  existing  structure  without  destroying 
the  important  liaison  already  existing 
between  these  main  consultative  commit- 
tees, other  professional  bodies  and  the 
Scottish  Home  and  Health  Department. 

The  legislation  which  set  up  Local 
Pharmaceutical  Committees  will  be 
repealed  in  the  new  legislation.  The  new 
proposals  provide  for  the  recognition  by 
the  Secretary  of  State  of  an  area  pharma- 
ceutical committee  that  is  consultative  to 
the  Area  Health  Board,  he  setting  up  of 
an  inter-professional  subcommittee  of  a 
multi-disciplinary  nature,  subcommittees 
set  up  by  the  area  pharmaceutical  com- 
mittee (eg  general  practice  subcommittee, 
hospital  pharmaceutical  subcommittee). 

Functions  split 

The  main  features  to  be  noted  are:  The 
proposals  split  the  functions  of  the  pre- 
sent LPC;  the  new  committee  will  not  be 
asked  to  appoint  representatives  to  the 
Area  Board;  it  will  have  no  responsibility 
for  remuneration  or  terms  of  service;  it 
is  not  stated  whether  or  not  service  pro- 
cedure is  its  function;  will  it  maintain  the 
co-ordination  and  liaison  already  estab- 
lished with  other  professions  by  the  LPC 
and  its  subcommittees? 

There  is  no  doubt  that  the  area  pharma- 
ceutical committee  must  become  the  most 
important  focus  for  all  pharmacists  work- 
ing in  a  specific  area  under  all  NHS 
conditions. 

At  present  terms  and  conditions  are 
negotiated  by  the  LPC  through  their  rep- 
resentatives on  the  Pharmaceutical  General 
Council.  Negotiations  on  remuneration  are 
conducted  by  Whitley  Committee  B — part 
of  Standing  Commitee.  There  are  no  new 
proposals  or  change  in  the  negotiation 
principles  for  contractual  services;  but 
area  and  National  Pharmaceutical  Con- 
sultative Committees  are  precluded  from 
negotiation  on  remuneration. 

It  would  seem,  then,  that  LPC  will  of 
necessity  continue  to  exist.  But  I  contend 
that  this  committee  should  be  synono- 
mous  with  the  area  general  practice  sub- 
committee. 

A  suitable  arrangement,  in  the  opinion 
of  the  Scottish  Executive,  would  be  for 
the  National  Pharmaceutical  Consultative 
Committee  of  about  20  members  to  be 
nominated  by  the  Executive  in  consulta- 
continued  on  p  116 
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tion  with  the  area  pharmaceutical  advisory 
committees  and  other  pharmaceutical 
organisations. 

In  practice  each  area  pharmaceutical 
committee  could  nominate  a  member  and 
a  specific  number  would  be  appointed 
(depending  on  the  final  size  of  the  national 
committee).  The  balance  of  the  members 
could  then  be  nominated  by  Executive  in 
such  a  way  that  all  sections  of  pharmacy 
in  the  health  service  would  be  able  to 
take  part  in  the  deliberations  of  this  top 
committee. 

The  National  Pharmaceutical  Consulta- 
tive Committee  may  appoint  subcom- 
mittees and  co-opt  members  to  these 
committees. 

The  function  of  this  committee  is  to 
advise  the  Scottish  Health  Service 
Planning  Council  on  the  provision  of  ser- 
vices under  the  Acts;  also  any  other 
functions  as  may  be  prescribed  by  the 
Scottish  Health  Service  Planning  Council. 

Area  Committee's  function 

The  Area  Pharmaceutical  Committee's 
concern,  by  statute,  is  to  maintain  and 
develop  the  pharmaceutical  services  within 
the  area.  It  will  look,  not  only  on  the 
comprehensiveness  and  adequacy  of  the 
service,  but  also  to  its  quality  if  it  follows 
the  spirit  of  the  NHS  Bill  1972. 

The  APC  will  not  be  a  contractors  com- 
mittee. It  will  be  the  combined  voice  of 
pharmacy  opinion  to  Area  Health  Board. 
It  will  cover  the  pharmaceutical  needs  of 
citizens  of  the  area. 

The  APC  should,  in  the  opinion  of  the 
Executive,  be  an  elected  committee.  It 
should  be  a  composite  body  of  two  main 
sectional  interests — the  area  general  prac- 
tice subcommittee  and  the  area  hospital 
pharmaceutical  subcommittee.  Provision 
would  be  made  for  representation  of 
multiple  pharmacies.  Co-ops  and  employee 
pharmacists  at  area  general  practice  sub- 
committee level.  Area  hospital  pharma- 
cists' committees  would  be  elected  to  in- 
clude hospital  pharmacists  in  senior  and 
general  positions;  certainly  chief  pharma- 
cists in  main  hospitals  would  be  essential. 

The  general  practice  members  would  be 
elected,  we  recommend,  as  the  LPC's  are 
now,  one  from  each  district  containing  a 
certain  number  of  contractors,  if  possible. 
The  APC  should  have  a  balance  of  hos- 
pital and  general  practice  members,  per- 
haps in  a  ratio  of  one  to  three. 

LPC's  consist  predominantly  of  pro- 
prietor pharmacists:  now  as  the  APC's 
activity  shifts  comprehensively  to  cover 
the  whole  gamut  of  pharmaceutical  ser- 
vice, the  requirement  is  to  maximise  and 
exploit  all  available  resources.  It  may  well 
be  time  to  look  at  the  position  of 
employee,  industrial  and  wholesale  phar- 
macists and  representation  at  APC  level. 

There  will  be  a  number  of  combined 
professional  committees  on  which  it  will 
be  important  to  have  balanced  pharma- 
ceutical representation.  Two  posibilities 
are  a  committee  to  ensure  inter-profes- 
sional communication  on  matters  of 
mutual  concern  (both  at  area  and  national 
level)  and  family  practitioners  services 
committee  (or  contractual  committees,  a 
committee  that  has  still  to  be  debated  in 
Scotland.     The     latter     could  provide 


machinery  for  running  the  complicated 
terms  of  service  and  system  of  remunera- 
tion of  Part  IV  contractors.  Since  there 
will  be  no  official  representation  on  the 
Health  Board,  a  decision  must  be  taken 
whether  or  not  this  committee — appointed 
by  and  financed  by  the  Area  Health 
Board — would  be  stronger  in  a  pharma- 
ceutical way  than  a  statutory  committee, 
appointed  by  statute  and  financed 
nationally. 

Until  now,  branches  of  the  Society  have 
made  NHS  matters  of  secondary  import- 
ance, but  that  will  change  now  that  there 
will  be,  of  necessity,  close  liaison  estab- 
lished between  them  and  the  APC's. 
Thought  should  now  be  given  to  realign- 
ing branch  boundaries  to  coincide  with 
those  of  health  areas  to  facilitate  further 
co-ordination. 

The  fact  that  area  pharmacy  com- 
mittees cannot  take  part  in  remuneration 
negotiations  means  that  it  will  be  neces- 
sary for  the  LPC  to  be  continued.  This 
could  be  done  by  the  general  practice  sub- 
committee of  the  APC  taking  on  a  dual 
function  and  reconvening  on  occasion  as 
the  LPC.  The  LPC  function  of  nominat- 
ing members  to  PGG  could  then  be  con- 
tinued, and  other  functions  as  well,  if 
necessary.  This  would  enable  the  link  to 
be  reforged  with  the  Whitley  Council 
machinery. 

Importance  of  title 

We  will  use  the  title  of  chief  adminis- 
trative pharmaceutical  officer  (CAPO),  not 
officially  accepted  yet,  but  certainly  one 
we  press  for.  The  strong  emphasis  being 
placed  on  the  necessity  for  professional 
management  structures  engenders,  in  my 
own  opinion,  not  a  lot  of  confidence  in 
the  kind  of  relationship  APC's  could  have 
with  the  board  through  CAPO. 

The  CAPO  will  advise  the  board  on 
matters  of  administration  applying  to  the 
pharmaceutical  services  in  the  area.  He 
will  have  direct  access  to  the  Area  Health 
Board,  through  the  administrative  team  of 
which  he  will  be  a  member.  He  will  "sit 
in"  on  all  meetings  of  both  area  phar- 
maceutical committee  and  district  pharma- 
ceutical committees.  He  would  be 
responsible  for  the  carrying  out  of  the 
plans  and  decisions  of  the  Area  Board. 

One  important  fact  we  must  not  lose 
sight  of  is  that,  whilst  the  CAPO  will  be 
a  pharmacist,  he  will  be  an  employee  of 
the  Health  Board.  The  APC  will  be 
financed  by  the  Area  Board;  it  will  have 
the  CAPO  in  attendance.  It  will  therefore 
be  important  that  the  secretary  of  this 
committee  be  appointed  by  our  own  rep- 
resentatives in  the  APC  and  not  an  Area 
Board  or  a  Common  Services  agency  man. 

As  reorganisation  gets  nearer  it  will  be 
realised  that  the  real  infighting  will  be 
when  the  regulations  are  being  made  under 
the  Bill.  The  Executive  has  not  seen  fit 
to  lobby  MP's  on  any  major  issue,  and 
consultation  between  the  Scottish  Home 
and  Health  Department  and  the  Executive 
is  close. 

During  the  discussion,  Mr  A.  Cowan 
stressed  that  the  advisory  structure  under 
discussion  was  that  proposed  by  the  Execu- 
tive and  had  not  yet  been  influenced  by 
the  views  of  any  other  body. 
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Citronella  import  i 
duty  to  be  removed 

London,  July  19:  The  8  per  cent  duty  on 
non-terpeneless  citronella  oil  is  to  be  re-'  ; 
moved  with  eflfect  from  August  3.  Import:-  t 
from  the  Commonwealth  are  already|j| 
free  of  duty;  affected  will  be  mostly  im-H 
ports  from  China  and  Formosa.  I 

The  order  follows  an  application  for  I 
removal  of  the  duty  on  five  non-terpene-  I 
less  essential  oils,  all  of  which  were  I 
classified  under  Tariff  sub-heading  33.01  I 
(A)  (i)  (a).  The  duty  on  the  other  four  I 
oils  -  cedarwood,  clove,  orange  and  pat-  I 
chouli  was  removed  with  effect  from  I 
January  1.  There  is  no  UK  production  of  I 
citronella  oil;  total  UK  imports  for  1971  I 
were  just  over  £200,000.  I 

Mercury  salts  were  increased  in  price  I 
to  bring  this  in  line  with  the  steadier  value  I 
of  the  metal  and  with  the  change  in  value  I 
of  the  £  in  terms  of  the  dollar  in  which  I 
currency  business  in  mercury  is  trans-  I 
acted.  B 

Interest  in  crude  drugs  was  minimal  I 
during  the  week.  The  few  price  changes  I 
were  mostly  the  result  of  currency  ex-  I 
change  values.  They  included  kola  nuts,  I 
cochineal  and  Canada  and  Peru  balsams.  I 
Chinese  menthol  was  again  firmer  re-  I 
fleeting  tight  supplies.  Some  of  the  I 
Nigerian  gingers  were  easier  and  also  I 
buchu  for  shipment.  Pepper  was  again  in  I 
demand  and  values  were  marked  up  1 
With  petitgrain  easing  at  origin  it  was|j 
possible  to  get  quotations  for  spot  supplies!  I 
after  an  absence  of  several  weeks.  Pat-ji 
chouli  and  lemongrass  were  dearer. 

Phannacentical  chemicals 

Glucose:  (Per  metric  ton  in  10-ton  lots),  mono- 1  : 
hydrate    powder    £84;     anhydrous    £165;     liquid  i 
43°   Baume  £70    (5-drum  lots). 
Glycerin:    BP   per   metric   ton— 5-ton    lots   £234-  i 
1-ton  £237;   250-kg  £243. 
Hydrocortisone:  Acetate  or  alcohol  £0-25  g. 
Hydrogen    peroxide:    35    per    cent,    £130  per,; 
1,000-kg.  I, 
lUercury  salts:  Per  kg  in  50-kg  lots:  ammoniated  '  I 
powder  £4;   oxides — yellow  £4-70  and  red  £4-90.  '  ' 
perchloride  £3-35;  subchloride  £4-25;  iodide  £4-95  i  I 
kg  for  25-kg.  ,  j 

Parachloro-meta-xylenol:  50-kg  lots  BPC  £0-94  kg.  j  ■ 

Crude  drags  ! 

Balsams:  (lb)  Canada:  £2  05  spot;  shipment  £1-95 
cif.  Copaiba:  BPC  £1-25,  Para  £0-40.  Peru:  £1-10  • 
£1,  cif.  Tolu:  BP  £0-70.  ]^ 
Buchu:  Spot  £1  per  lb;  shipment  £0-95,  cif.  j 
Cochineal:  Tenerife  black-brilliant  £6-85  kg  spot;  [j 
£6-75,  cif.  Peruvian  silver  grey  £5-10.  I, 
Ginger:  (ton)  Cochin  £240,  cif.  Jamaican  No.  3  ' 
£1,050  spot;  £840,  cif.  Nigerian  split  £210  spot,  1 
£192-50  cif;  peeled  £310  spot;  £285,  cif.  Sierra  I 
Leone,  no  offers. 

Kola  nuts:  West  African  halves  £85  metric  ton  fl 
spot;  shipment  £78,  cif.  j 
Menthol:  (kg)  Chinese  spot  £6-30,  shipment  1 
£6-25,  cif.  Brazilian  spot  £3-80,  afloat  £3-75,  cif;  3 
July-August    £3-70,  cif. 

Pepper:  (ton)  Sarawak  black  £380  spot;  £340,  fi 
cif;  white  £540;  £490,  cif.  j 
Turmeric:   Madras  finger  £200  ton;   £172-50,   cif.  d 

Essential  oils  I 

Citronella:    Ceylon    spot    £105    kg;    £0-95,    cif.  i', 

Chinese  £1-05  spot;  £0-99,  cif.  ] 

Eucalyptus:  Chinese  80-85  per  cent  £0-62  kg  in  J 

bond;  shipment  £0-68,  cif.  | 

Lemongrass:  £1-95  kg  spot;  £1-78,  cif.  | 

Patchouli:  Spot  £4-80  to  £6  kg.  f 
Petitgrain:  Spot  £3-55  kg;  shipment  £3-60,  cif. 

I 
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Professional  fee 
and  container 
allowance  up 

An  increase  in  NHS  remuneration  has  been  secured  by  the  Central 
ISfHS  (Chemist  Contractors)  Committee. 
From  August  1  the  professional 


fee  per  prescription  will  be  in- 
creased by  2p  (=13  per  cent), 
from  15p  to  17p,  and  the  container 
allowance  per  prescription  will  be 
increased  to  Ip. 

A  new  claim  for  a  further 
increase  in  remuneration  is  being 
formulated  by  the  Committee 
and  its  advisers. 

Negram  patent 

infringement 

claim 

C.  H.  Beck  Ltd,  Upper  Clap- 
ton Road,  Clapton,  London, 
and  C.H.B.  (Aerosols)  Ltd.,  St 
Paul's  Churchyard,  London 
were  banned  temporarily  in  the 
High  Court  on  Monday  from 
exporting  the  drug  Negram. 

The  injunction,  until  trial  of 
an  action  for  infringement  of 
patent,  was  granted  to  the 
plaintiffs,  Sterling  Drug  Inc, 
New  York,  the  patentees,  who 
asked  for  the  Beck  companies 
to  be  restrained  from  selling 
the  drug  or  offering  it  for  sale 
unless  they  accepted  a  condi- 
tion that  it  could  not  be 
exported. 

Mr  G.  Paterson,  for  Sterling, 
said  that  the  breach  of  the  con- 
ditions of  sale  was  found  when 
Mr  Beck  ;gave  evidence  in 
Dutch  patent  proceedings.  Mr 
Justice  Graham  said  that  a 
letter  to  Beck  and  an  invoice 
were  sufficient  notice  that  the 
drug  which  they  bought  was 
not  to  be  sold  outside  Britain. 

Mr  A.  Turner,  for  Beck,  said 
that  the  order  should  end  with 
the  words  "for  so  long  as  such 
condition  is  imposed  by  the 
patentees".  The  judge  incor- 
porated these  words  in  the 
injunction. 

Discount  store 
fined 

At  Leicester  City  magistrates' 
court,  Brierleys  Ltd,  with  a  dis- 
count supermarket  in  Belgrave 
Gate,  Leicester,  were  fined  £50  on 
each  of  two  charges  of  selling 
codeine  phosphate  and  lobeline 
sulphate  and  £5  on  each  of  six 
other  charges  relating  to  the  sale 
of  the  two  poisons  when  a 
registered  pharmacist  was  not 
present ;  selling  from  premises  not 


registered  for  the  purpose  and 
failing  to  put  their  name  and 
address  on  the  packets.  They 
were  also  fined  £5  for  failing  to 
display  an  early-closing  day  notice 
and  £5  for  failing  to  close  on  early- 
closing  day.  An  order  for  pay- 
ment of  £25  costs  was  also  made. 
Defending  solicitor  entered  pleas 
of  guilty  to  all  the  charges  and 
apologised  on  behalf  of  the  com- 
pany. 

Glaxo  wins 
case  in  India 

The  decision  of  the  customs 
authorities  in  India  to  debit 
the  import  licences  of  Glaxo 
Laboratories  (India)  Ltd,  by 
the  assessable  value  of  their 
imports  of  griseofulvin  instead 
of  by  their  invoice  cif  value 
was  quashed  by  the  Bombay 
High  Court.  The  judge  allowed 
a  petition  by  the  company 
challenging  the  decision  as 
being  illegal  and  void. 

In  the  opinion  of  the  court 
the  concept  of  valuation  of 
goods  for  the  purpose  of  assess- 
ing duty  was  distinct  from  the 
question  of  valuation  of  goods 
for  the  purpose  of  importation. 

For  the  petitioners  it  was 
said  that  until  the  imposition 
of  import  restrictions  in  1965, 
they  imported  the  griseofulvin 
at  the  cif  value  calculated  at 
£25-50  per  kg  fob  plus  insur- 
ance and  freight.  Thereafter 
the  UK  associate  took  a  policy 
decision  to  charge  the  Indian 
company  a  specially  reduced 
price  of  £11  per  kg.  Neverthe- 
less the  petitioners  continued 
to  pay  duty  on  these  imports 
at  the  export  price  to  other 
countries  at  £25  50  per  kg. 

It  was  the  petitioners'  con- 
tention that  the  invoice  cif 
value  of  the  goods  alone  was 
relevant  for  debiting  the  import 
licences. 

"Cashless 
society"  on 
the  way 

Retail  pharmacies  are  unlikely 
customers  for  new  electronic 
cash  registers  which  eventually 
could  lead  to  the  "cashless 
society"   where   the  customer 


Birdsgrove  House  recently  received  a  wheelchair,  the  gift  of 
the  Sheffield  branch  of  J.  H.  Haywood  Ltd  and  its  parent, 
Barclay  &  Sons  Ltd.  Shown  here  are  Mr  D.  E.  Sparshott, 
chairman  of  the  Pharmaceutical  Society's  l^anagement  Com- 
mittee, and  Miss  P.  M.  Hurd,  the  warden,  who  accepted  the 
chair  from  Mrs  D.  Patterson,  manager  of  Haywood's  Sheffiefd 
branch,  and  Mr  Stewart  Ritchie,  director,  Barclay  &  Sons 


will  pay  for  purchases  by  in- 
serting his  own  electronically- 
coded  card  into  a  computer 
terminal  at  every  point  of  sale. 

According  to  a  report  "Elec- 
tronics at  the  point  of  sale", 
this  year  will  see  the  first  Bri- 
tish orders  for  electronic  cash 
registers  and  although  it  will 
take  many  years,  if  not 
decades,  for  their  full  impact 
to  be  felt,  the  significance  of 
this  development  for  both 
retailers  and  the  consumers  is 
immense. 

It  is  suggested  that  chemists 
may  find  the  supermarket 
checkout  type  more  appro- 
priate eventually. 

The  electronic  registers  will 
also  provide  the  missing  link 
between  what  is  happening  on 
the  sales  floor  and  the  com- 


puter sited  in  the  back  office. 

The  report  is  published  by 
Ovum  Ltd,  22  Gray's  Inn  Road, 
London  WCl. 

Shampoos  and 
bath  products 

The  German  Society  for  Cos- 
metology is  to  hold  a  symposium 
with  the  central  theme  "Shampoos 
and  Foam  Bath  Products"  next 
year  from  May  10-13  at  the 
Kurhotel,  Bad  Pyrmont,  south- 
west Hanover.  It  will  be  run  along 
similar  lines  to  the  first  inter- 
national symposium  held  at  the 
same  venue  last  year.  The  pro- 
gramme will  be  announced  later. 
Inquiries  should  be  sent  to  the 
organisation  committee  c/o  G.  A. 
Nowak,  D-345  Holzminden,  West 
Germany,  Dr  Leymann-Weg  12, 


Keele  Conference 


The  British  Pharmaceutical 
Conference  at  Keele  in  Sep- 
tember will  have  a  truly  inter- 
national flavour.  Among  the 
550  members  who  have  applied 
to  attend  are  some  from  United 
States,  Beirut,  Australia,  New 
Zealand,  Switzerland,  Germany, 
France  and  Denmark. 

An  unusual  feature  at  the 
conference  is  the  fact  that  for 
three  functions,  the  banquet, 
ball  and  barbecue,  the  organi- 
sers can  cope  with  up  to  1,000. 
They  have  therefore  arranged 
that  members  of  local  branches 


who  are  unable  to  attend  the 
conference  but  wish  to  attend 
those  events  may  do  so  on 
applying  to  the  Conference 
Secretary,  Mr  P.  Taylor,  48  Paris 
Avenue,  Westlands,  Newcastle, 
Staff's.  ST5  2RQ. 

The  cost  of  tickets  are  as 
follows:  barbecue  £1,  banquet 
£4-60,  ball  £3. 

The  organisers  are  requesting 
members,  who  have  not 
already  done  so,  to  return  their 
cards  indicating  their  mode  of 
transport  in  order  that  meeting 
arrangements  can  be  made. 
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Treasury  admits 
retailers'  are 
concerned  over 
Value  added  tax 


A  Treasury  official  admitted  last 
week  that  the  prospect  of  value 
added  tax  was  worrying  many 
retailers.  Addressing  a  meeting  in 
Sheffield  Mr  Patrick  Jenkin, 
Chief  Secretary  to  the  Treasury, 
said  the  Customs  and  Excise  had 
had  perhaps,  more  representations 
on  the  topic  of  tax  paid  stocks 
than  on  any  other  single  issue 
since  the  VAT  Green  Paper  had 
been  published  last  year. 

The  government  had  opted  for 
a  combination  of  measures  he 
said,  an  extension  of  sale-or- 
return  procedures  and  an  end  to 
purchase  tax  a  short  while  before 
the  start  of  VAT. 

However,  it  was  prepared  to 
examine  any  reasonable  scheme 
for  the  use  of  sale-or-return 
methods  by  individual  trades. 
One  possibility  would  be  based  on 
identification  of  containers  rather 
than  individual  items — for  ex- 
ample, unopened  cartons  of 
products  where  it  would  be  im- 
practicable to  identify  individual 
items. 

This  would  mean,  he  explained, 
that  unopened  containers  could 
be  held  tax-free  in  retail  premises 
and  the  goods  would  become 
adopted,  and  purchase  tax  become 
due,  on  the  breaking  bulk.  The 
government  believed  that  ac- 
ceptable schemes  of  this  sort  could 
be  worked  out  for  some  trades 
where  the  tax  pause  did  not  pro- 
vide adequate  relief. 

Mr  Jenkin  said  the  government 
was  anxious  to  be  as  helpful  as 
possible  and  that  Customs  and 
Excise  would  shortly  publish  "a 
mass  of  detailed  information" 
about  VAT. 

Consortium  view 

Earlier  the  Retail  Consortium 
issued  a  statement  which  said 
that  the  ending  of  purchase  tax  a 
short  while  before  value  added 
tax  began  (the  so-called  tax  pause) 
could  not  solve  the  problem  in 
the  case  of  many  goods.  Indeed, 
it  would  actually  "create  many 
problems  of  its  own".  Sale  or 
return  schemes  would  provide  the 
only  real  safeguard  for  the  greatest 
part  of  the  retail  trade,  the  Con- 
sortium claimed. 

They  added:  "At  this  very 
moment  the  Government  is  pro- 
posing to  make  new  regulations 


which  would  considerably  in- 
crease the  difficulty  of  using  sale  or 
return  schemes  as  compared  with 
the  conditions  in  force  up  to  now. 
The  result  would  be  to  put  them 
effectively  beyond  the  reach  of 
the  greatest  part  of  the  retail 
trade." 

The  Retail  Consortium  is  asking 
that  there  should  be  no  inter- 
ference with  sale  or  return  arrange- 
ments as  they  have  been  available 
in  practice  for  many  years  past; 
and  that  the  proposed  new  regu- 
lations should  not  be  made. 

VAT  courses 
for  management 

NCR  will  be  running  a  num- 
ber of  one-day  courses  in  the 
autumn,  especially  for  the 
small  retail  business,  on  the 
implications  of  the  value  added 
tax  and  how  it  can  be  imple- 
mented with  the  least  upheaval 
to  the  business.  The  courses 
will  normally  be  held  at  NCR's 
Greenford  Education  Centre 
but  requests  for  courses  in  pro- 
vincial towns  or  even  in-house 
will  be  welcomed. 

Details  from:  The  Registrar, 
NCR  Education  Centre,  309 
Ruislip  Road  East,  Greenford, 
Middlesex. 

Oral  diabetic 
drugs  to  carry 
warning  label 

Oral  hypoglycaemic  drug  con- 
tainers are  to  carry  a  "specific 
warning"  in  America.  The  US 
Food  and  Drug  Administration 
recently  ordered  that  the  following 
statement  should  be  placed  on 
manufacturers'  labels:  "Diet  and 
reduction  of  excess  weight  are  the 
foundations  of  initial  therapy  of 
diabetes  mellitus.  When  the 
disease  is  adequately  controlled 
by  these  measures,  no  hypo- 
glyceamic  drug  therapy  is  in- 
dicated. 

Because  of  the  apparent  in- 
creased cardiovascular  hazard 
associated  with  oral  hypogly- 
cemic agents,  they  are  indicated 
in  adult-onset,  non-ketotic  dia- 
betes mellitus  only  when  the  con- 
dition cannot  be  adequately  con- 


Mr  Charles  Greig  of  the  Ian  M.  Mackenzie  Pharmacy  in  Abbots- 
well  Crescent,  Aberdeen,  receives  his  £100  cheque  for  winning 
the  Yardfey  Mini  Spray  Display  Competition  (Chemists  Northern 
Area).  Presenting  the  cheque  is  Mr  Robert  Jardine,  Yardley 
regional  manager,  and  in  the  bacl<ground  is  Mr  Jim  Loughlin, 
the  local  representative.  Mr  Greig  took  a  course  in  display  at 
night  school  and  has  enjoyed  entering  competitions  ever  since 


trolled  by  diet  and  reduction  of 
excess  weight  alone,  and  when, 
in  the  judgement  of  the  physician, 
insulin  cannot  be  employed  be- 
cause of  patient  difficulties. 

Forecasting 
glass  container 
demands 

A  new  system  of  forecasting 
for  glass  container  users  has 
been  proposed  by  the  Glass 
Manufacturers  Federation.  By 
providing  glass  manufacturers 
with  a  three  month  "rolling" 
forecast  in  addition  to.  the  an- 
nual forecast,  says  the  GMF, 
bottlers  can  increase  the  in- 
dustry's efficiency. 

The  three  month  "rolling" 
forecast,  which  is  fully  ex- 
plained in  a  GMF  publication, 
"Ordering  of  Glass  Containers" 
requires  the  bottler  to  do  three 
things  after  the  middle  of  each 
month :  confirm  his  estimate 
for  the  next  month,  confirm  or 
amend  that  for  the  second 
month  and  provide  an  estimate 
for  the  third  month. 

If  at  any  time  the  annual 
forecast  figures,  provided  by 
September  the  year  before,  look 
as  though  they  have  been  over 
— or  under — estimated,  a  re- 
vised schedule  is  to  be  supplied 
to  the  bottle  manufacturer. 

The  leaflet  is  free  from  the 
glass  container  manufacturers 
or  the  Federation.  16  Portland 
Place,  London  WIN  4BH.  The 
glass  container  industry's  fun- 
damental difficulty — of  balanc- 
ing supply  and  demand,  lies  in 
the  sharp  difference  between  the 
physical  abilities  of  the  bottle 
maker  and  the  bottler  in  adjust- 
ing to  changes  in  market  de- 
mand. The  new  system  should 
alleviate  this  problem. 


Glass  production  entails  the 
manufacturer  keeping  his  fur- 
naces going  at  a  constant  rajte 
which  can  only  be  varied  Wfith 
great  disruption  and  at  a  con- 
siderable cost.  The  bottler,  on 
the  other  hand,  can  alter  the 
flow  of  his  bottling  and  filling 
lines  at  short  notice  and  with 
little  interruption. 

A  &  H  adopt 
Flextime  system 
of  working 

Some  time  ago  Allen  &  Han- 
burys  Ltd  at  Ware,  Herts,  have 
been  examining  a  system  of 
flexible  working  hours  which 
promises  revolutionary  changes 
in  the  traditional  work  pattern 
for  industrial  staff  in  many 
fields. 

The  company's  experiment  at 
their  Ware  factory  with  Flex- 
time,  as  the  system  is  known, 
proved  so  successful  after  the 
initial  three  months  that  it  is 
being  continued  indefinitely. 

The  company  say  that  more 
time  is  needed  before  a  full 
assessment  can  be  made  but 
already  many  advantages  are 
evident.  A  &  H  have  proved 
that  the  system  will  work  in  a 
production  area  in  addition  to 
its  being  suitable  for  office  staff. 

They  believe  that  operated 
on  a  large  scale  throughout 
industry,  flexible  working 
hours  could  play  an  important 
part  in  the  advancement  of 
management  and  staff  relations. 
With  its  greater  freedom  in 
the  choice  of  starting  and 
finishing  times  at  work,  the 
system  might  even  reduce  some 
of  the  pressure  of  the  present 
rush  hour  travel  to  and  from 
work. 
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MRC  seeks  liaison 
with  the  industry 


The  Medical  Research  Council 
wishes  to  increase  its  collabora- 
tion with  the  pharmaceutical 
industry.  The  Council  states 
in  its  annual  report  published 
this  week  that  it  has  decided  to 
introduce  further  arrangements 
to  that  end: 

□  The  Council  is  now  willing 
to  consider  proposals  put  for- 
ward by  pharmaceutical  firms 
for  collaborative  work — pre- 
viously such  projects  rested  on 
the  MRC's  own  initiative. 

□  The  MRC  is  now  prepared 
in  appropriate  circumstances  to 
place  contracts  for  the  supply, 
in  quantity,  of  substances 
required  for  its  research  work — 
this  arrangement  supplements 
the  existing  scheme  of  research 
and  development  contracts. 

□  Directors  of  Council  estab- 
lishments are  now  authorised 
to  undertake,  at  the  cost  of  an 
industrial  company,  investiga- 
tions of  the  clinical  pharma- 
cological aspects  of  a  new  drug 
devised  by  that  company. 

□  To  encourage  greater  co- 
operation at  an  informal  level 


between  industry  and  its 
research  stafT,  the  Council 
states  it  will  be  glad  to  con- 
sider the  attachment  of  visiting 
workers  from  industry  to  its 
establishments — the  MRC  has 
already  introduced  a  scheme  to 
enable  members  of  its  staff  to 
act  as  consultants  to  the 
industry.  (MRC  annual  report. 
HM  Stationery  Office.  £0-90.) 

Journalist 
awards 

The  first  Ortho  Medical 
Journalism  Award  was  recently 
presented  by  Mr  A.  J.  North, 
managing  director  of  Ortho 
Pharmaceutical  Ltd  at  the 
Polygon  Hotel,  Southampton. 

The  recipient,  Mr  John 
Prince,  formerly  of  Daily  Tele- 
graph, also  received  a  cheque 
for  £500. 

Mr  Prince,  who  retired 
earlier  this  year,  was  described 
as:  "the  first  journalist  who 
managed  to  penetrate  the 
world  of  medical  politics,  and 


Enough  light  for  1,000  cities 


Recently  Metz  Apparatewerke 
celebrated  the  production  of 
their  2,500,000th  Mecablitz  photo- 
graphic flash  unit.  Metz  started 
the  production  of  electronic  flash 
units  two  decades  ago  and  claim 
to  be  market  leaders.  The  com- 
pany point  out  that  the  pro- 
duction of  21  million  electronic 
flash  units  is  clearly  a  record  and 
if  all  Mecablitz  units  could  be 
made  to  flash  simultaneously,  in 
the  short  span  of  1 /1000th  second 
the  enormous  power  of  100 
million  kilowatt  would  be  re- 
leased. That  is  enough  power  to 
light  up  1000  cities  of  about  half 
a  million  inhabitants  each.  200 
large  power  stations  would  be 


needed  to  produce  100  million 
kilowatt.  Metz  were  the  first  to 
use  transistors  in  place  of  clumsy 
vibrators,  they  were  the  first  to 
use  rod-shaped  flash  tubes  with 
tube-shaped  reflectors — essential 
for  the  miniaturisation  of  port- 
able units. 

Metz  marketed  the  first  single- 
unit  electronic  flash  in  1959,  and 
in  1970  they  established  a  further 
milestone  in  the  history  of  flash 
photography  by  introducing  the 
Telecomputer — a  unit  where  the 
light  transmission  is  automatically 
measured  and  adjusted. 

Mecablitz  are  imported  in  the 
UK  by  J.  J.  Silber  Ltd.  11 
Northburgh  Street,  London  ECl. 


John  Prince,  former  health  services  correspondent  of  the  Daily 
Telegraph  receives  the  Ortho  Medical  Journalism  Award  Trophy 
from  Mr  A.  J.  North,  Managing  Director  of  Ortho  Pharmaceutical 
Ltd.  Miss  Atison  Purvis  (centre)  of  the  Evening  Post  &  Chronicle, 
Wig  an,  received  a  special  prize 


to  report  the  political  decisions 
doctors  were  making  amongst 
themselves"  to  the  public. 

Miss  Alison  Purvis,  a  23- 
year-old  reporter  on  Evening 
Post  &  Chronicle,  Wigan,  was 
presented  with  £100.  Her  award, 
a  special  one,  was  for  two 
series  of  articles  she  wrote  on 
heart  disease  and  cancer. 


Co-opted  to 
Society's  Council 

Mr  James  Francis  Brady,  The 
Diamond,  Donegal,  was  co-opted 
to  the  Council  of  the  Pharma- 
ceutical Society  of  Ireland  at  its 
July  meeting  in  Dublin  to  replace 
Mr  Vincent  G.  McElwee  who  had 
resigned  for  business  and  personal 
reasons. 

The  president,  Mr  R.  J.  Power, 
proposing  Mr  Brady,  said  the 
procedure  normally  adopted  in 
co-options  was  that  pharmacists 
in  the  area  where  the  vacancy 
arose  were  consulted  on  whom 
they  thought  the  most  suitable 
persons  to  be  appointed.  It  gave 
him  pleasure  to  put  forward  Mr 
Brady  who  was  an  active  pharma- 
cist in  the  North-western  area. 
He  was  satisfied  Mr  Brady  would 
have  much  to  contribute  to  the 
activities  of  the  Council. 

Mr  Tom  Guckian,  seconding, 
said  that  Mr  Brady  was  a 
prominent  member  of  Donegal 
Pharmacists'  Association,  Done- 
gal had  been  the  first  county  in 
which  dispensing  by  community 
pharmacists  for  the  lower  in- 
come group  had  been  imple- 
mented and  Mr  Brady  had  played 
apart  in  helping  to  bring  this  about. 

Mr    Brady    qualified    as  a 


pharmacist  in  1945,  serving  his 
time  with  the  late  MrT.  J.  Bourke, 
of  Cavan, 

After  qualifying,  he  worked  in 
Cork,  Dublin  city  and  Mohill 
before  opening  his  own  pharmacy 
in  Donegal.  He  first  became  in- 
terested in  the  problems  of  "grass 
roots"  pharmacy  in  1950  when 
the  Donegal  Chemists'  Asso- 
ciation was  formed  and  he  acted 
for  a  time  as  secretary,  later 
taking  over  the  office  of  chairman 
for  two  terms.  He  has  been  an 
effective  member  of  the  North- 
western regional  committee  for 
some  years.  Married  with  eight 
children,  ranging  from  21  to  8 
years. 

His  eldest  son,  Patrick  Joseph, 
holds  the  BSc  Pharm  degree. 

Irish  premises 
damaged 

A  bomb  exploded  in  Botanic 
Avenue,  Belfast  on  July  21. 
and  the  premises  of  the  Pharma- 
ceutical Society  of  Northern 
Ireland  were  damaged.  The 
office  of  the  Ulster  Chemists' 
Association  that  are  in  the 
Society's  house  were  mostly 
affected,  the  damage  consisting 
mainly  of  broken  windows.  After 
clearing  up  and  boarding  up, 
work  continued  as  usual. 

The  premises  of  an  ex-president 
of  the  Pharmaceutical  Society 
of  Northern  Ireland,  Mr  James 
Paul,  Newry,  were  wrecked  the 
previous  day.  His  pharmacy  is 
next  to  a  post  office  and  the 
terrorists  left  a  bomb  in  a  pram 
outside  the  post  office.  The  pram 
was  noticed  and  on  examination 
was  found  to  contain  an  explosive 
device.  The  occupants  of  the 
nearby  premises  were  warned 
accordingly. 
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specify  LANOXIN? 

The  minute  quantity  of  Digoxin  powder  that 
must  be  meticulously  measured  into  each 
0  0825  mg  LANOXlN*-PG  Tablet  is  indicated 
in  the  photograph  above. 

Since  1929,  when  Digoxin  was  discovered 
in  the  Wellcome  laboratories,  we  have  been 
making  LANOXIN  to  meet  very  exacting 
standards  in  a  field  where  patient  sensitivity  to 
dosage  variation  is  so  uncertain. 

When  you  write  LANOXIN  you  specify  a 
drug  the  composition  of  which  is  pure,  precise 
and  predictable. 

*TradeMark 


Presentation 

LANOXIN  Tablets- containing  0-25  mg  Digoxin 
LANOXIN-PG  (Paediatric/Geriatric) 

Tablets- containing  0  0625mg 
LANOXIN  Oral  Solution  -  containing  0-5  mg/ml 
LANOXIN  Paediatric  Elixir- containing  0  05mg/ml 
LANOXIN  Injection  -  containing  0-5  mg/2  ml  ampoule 

Full  information  is  available  on  request. 


Burroughs  Wellcome  &  Co. 
(The  Wellcome  Foundation  Ltd.)  Dartford.Kent. 
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Mr  Gustav  Ahrens.  managing  director,  Agfa-Gevaert  Ltd,  pre- 
senting to  Mr  Rees,  Crowborough,  tickets  for  two  to  attend  the 
1972  Olympic  Games  in  Munich.  Mr  Rees  won  first  prize  in  the 
company's  international  competition  "Sport  and  Games  in  the 
World's  Viewfinder"  which  attracted  27,682  entries 


mm 

NEWS 

Boots  maintain 
progress  in 
ifirst  quarter 

Addressing  over  200  shareliolders 
attending  tiie  annual  general 
meeting  of  Boots  Co  Ltd  in 
Nottingham  last  week,  Mr  W.  R. 
Norman,  chairman,  said  that  the 
progress  of  the  past  year  had  been 
maintained  in  the  first  quarter 
of  the  current  year.  All  their 
main  subsidiaries  had  met  their 
sales  and  profit  budgets.  Group 
sales  in  tax  exclusive  terms  showed 
a  higher  percentage  increase 
over  the  equivalent  period  of 
last  year  than  to  that  period  over 
the  previous  one. 

Commenting  on  the  findings 
of  the  Monopolies  Commission's 


Mr  Willoughby  Norman 


report  on  the  proposed  Boots- 
Glaxo  merger,  (last  week,  p  113), 
Mr  Norman  said  that  the  sug- 
gestion in  the  report  that  the 
incentives  to  Boots  to  widen  the 
basis  of  their  own  research  would 
be  lost,  were  it  to  acquire  Glaxo 
"is  a  view  which  my  colleagues 
and  I  totally  refute.  It  does 
seem  that  our  very  success  in 
research,  albeit  from  a  relatively 
small  base,  has  frustrated  the 
successful  conclusion  of  our 
hopes  and  plans.  We  are 
naturally  extremely  disappointed 
at  this  outcome  but  we  will  not 
let  the  setback  weaken  our 
determination  to  continue  to 
develop  our  business  along  the 
lines  we  have  been  following". 


Cyanamid-Lederle 
move  to  Gosport 

Cyanamid  of  Great  Britain  Ltd 
and  their  subsidiary,  Lederle 
Laboratories  are  completing 
the  transfer  of  their  Bush 
House,  London,  headquarters 
to  new  offices  on  the  company's 
30-acre  site  at  Gosport,  Hants, 
by  the  end  of  this  month. 

In  addition  to  the  new  office 
block,  production  and  labora- 
tory facilities  have  been  ex- 
panded. A  new  chemical  manu- 
facturing unit,  with  a  20m-lb 
capacity,  recently  came  on 
stream. 

At  the  end  of  the  year  a  new 
fully  integrated  refinery  catalyst 
manufacturing  plant  for  the 
petroleum  industry  will  also  be 
ready. 

A  new  £80,000  warehouse  for 
pharmaceuticals,  animal  health 
products  and  sutures,  with  a 
streamlined  "picking"  system  to 
speed  order  processing  and  dis- 
patch, was  opened  in  April. 

From  August  1,  Cyanamid 
and  Lederle  will  operate  from 
Fareham  Road,  Gosport,  Hants 
(tel.:   Fareham    (03292)  6131. 

Sales  profits 
record  for  Lilly 

Eli  Lilly  &  Co,  Indianapolis, 
achieved  record  world-wide  sales 
and  earnings  in  the  first  six 
months  of  this  year.  Consolidated 
sales  of  approximately  $436-4  m 
were  17  per  cent  greater  than  in 
the  comparable  period  in  1971. 
Each  of  the  company's  marketing 
areas — domestic  pharmaceuticals, 
Elanco  Products,  International 
operations,  and  Elizabeth  Arden 
— contributed  to  the  sales  gain. 
Income  for  the  six  months  was 
an  estimated  $65  9  m,  an  increase 
of  28  per  cent. 

Mr  Eugene  N.  Beesley,  chair- 
man, said  the  results  reflected 
continued  improvement  in  opera- 
ting efficiencies,  increased  demand 
in  the  agricultural  market  and 
acceptance  of  new  and  estab- 
lished products  by  the  medical 
profession.  However  Mr  Beesley 
warned  that  because  of  the 
seasonal  nature  of  certain  pro- 
ducts, particularly  in  the  agri- 
cultural field,  the  growth  rate 
might  not  necessarily  be  indica- 
tive of  results  for  the  full  year. 

More  from 
Gnome  Photo 

Group  profits  of  Gnome  Photo- 
graphic Products  Ltd  advanced 
to  £194.250  for  the  year  to  May 
31  from  £130,973  in  the  previous 
year.  The  dividend  is  raised 
from  25  per  cent  to  30  per  cent. 

Profit  includes  dividends  and 
interest  of  £26,977  (£24,940)  and 
profit  on  investments  realisations 


of  £10,393  (£4,037).  After  tax  of 
£73,041  (£49,161)  the  net  profit 
is  £121,209  (against  £81,812). 

Philip  Harris 
increases  profit 

Group  profit  after  tax  of  Philip 
Harris  (Holdings)   Ltd  for  the 

year  ended  March  31,  was 
£197,534  (against  £149,934  in 
previous  year).  Taxation  charged 
was  £137,642  (£111,800).  Total 
dividend  for  year  is  £0-22  per 
share  (against  £0-20). 

Sherman 
Chemicals  move 

To  meet  the  increased  demands 
for  their  products,  Sherman 
Chemicals  Ltd,  Giliingham, 
Dorset,  will  shortly  transfer  its 
factory  to  their  new  2^ -acre  site 
at  Sandy,  Beds.  The  offices  will 
also  be  transferred  to  Edmonton 
Green,  London  N9.  Messrs  E.  M 
Owen  and  A.  J.  Hoy  have  been 
appointed  directors.  Mr  B.  M. 
O'Flanagan  has  been  appointed 
secretary  of  their  subsidiary  com- 
pany, Sherman  Chemicals 
(Dorset)  Ltd. 

In  brief 

R.  Weston  (Cher  ists)  Ltd:  (Phila- 
delphus  Jeyes)  has  been  trans- 
ferred to  bigger  premises  at  9 
West  Arcade,  Bedford,  from 
No  7.  The  company's  branch  at 
16a  Old  Market  Place,  Grimsby, 
has  been  closed. 

Gillette  Co,  Boston,  USA:  Net 

income  in  the  three  months 
ended  June  30  1972  rose  to 
$I6-64m.  a  27  per  cent  increase 
over  the  second  quarter  of  1971. 
Consolidated  net  sales  increased 
21  per  cent  to  $205 •97m  over  the 
same  period  last  year. 


Bell  &  Howell  Co,  Chicago:  Net 
earnings  rose  from  $3-69m  in  the 
second  quarter  of  1971  to  $4-25m 
in  the  second  quarter  of  this  year. 
Quarterly  sales  were  $87-19m 
against  $80-67m  in  the  second 
quarter  of  last  year. 
Merck  Sharp  &  Dohme  Ltd  are 
to  retain  the  trading  title  of  their 
subsidiary,  Thomas  Morson  & 
Son  Ltd,  when  Morson  cease 
trading  in  inorganic  chemicals  at 
the  end  of  September.  (Corrected 
note.) 

Upjohn  Co  in  the  second  quarter 
of  the  year  earned  $12-7m  on 
sales  of  $1301m.  Last  year's 
second  quarter  figures  were 
$10-4m  and  $113-3m  respectively. 

I   '    '  '  H 

University  of  Glasgow:  Gordon 
William  Kirby,  professor  of  or- 
ganic chemistry  at  Loughborough 
University  of  Technology,  has 
been  appointed  regius  professor 
of  chemistry  in  the  University  of 
Glasgow.  He  succeeds  Professor 
R.  A.  Raphael  who  has  held  the 
chair  since  1957  and  who  was 
recently  appointed  to  the  chair  of 
organic  chemistry,  University  of 
Cambridge. 

United  Glass  Ltd:  As  a  result 
of  their  increased  responsi- 
bilities within  the  Distillers  Co 
Ltd.  Messrs  C.  R.  S.  Robertson 
and  G.  B.  Murray  have 
resigned  from  the  board  of 
United  Glass.  Mr  Robertson 
will  be  succeeded  as  chairman 
of  United  Glass  by  Mr  J.  R. 
Cater  who  has  been  a  member 
of  that  board  since  1969. 
Messrs  J.  M.  Connell  and  R.  S. 
Temple  have  been  appointed 
to  the  United  Glass  board  by 
Distillers  Co. 
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Topical  reflections 
by  Xrayter 


Seen  with  a  Rolls-Royce  lull  of  Dentyne  are  (left  to  right)  Mr 
K.  Easthope,  general  manager  of  Lexmead  Motors.  Mr  D.  Hen- 
stocl<  and  Mr  Freddie  Truman  (story  below) 

Chewing  gum 
in  a  Rolls-Royce 

Cricketer  Mr  Freddie  Truman 
received  308  boxes  of  Dentyne 
chewing  gum — the  number  of 
wickets  he  took  during  his  Test 
career — on  behalf  of  the  Variety 
Club  of  Great  Britain  for  Under- 
privileged and  Handicapped 
Children. 

The  chewing  gum,  donated  by 
Warner  Lambert  and  presented 
in  Manchester  recently  by  group 
product  manager,  Mr  David 
Henstock,  was  one  of  a  series  of 
events  which  began  with  a  com- 
petition to  guess  the  number  of 
boxes  which  would  fit  into  a  1972 
Rolls-Royce  Silver  Shadow. 


Mr  W.  H.  Howarth,  MPS,  has 

been  sworn  in  to  be  a  magis- 
trate for  Nottingham. 

Mrs    Constance    Perris,  FPS, 

Mayfield  Road,  Moseley,  has 
been  elected  president  of  Bir- 
mingham Pharmaceutical  Asso- 
ciation. She  is  the  lirst  woman 
to  hold  the  office  since  it  was 
formed  in  1847. 

Mrs  Perris,  now  in  retail,  was 
chief  pharmacist  at  Birmingham 
Women's  Hospital  before  her 
present  position. 

Sir  George  Godber,  Chief 
Medical  Officer  of  the  Depart- 
ment of  Health,  has  been 
awarded  the  Leon  Bernard 
Medal  and  Prize  by  the  World 
Health  Assembly.  The  award 
was  made  for  Sir  George's 
'outstanding  contributions  to 
the  development  of  social 
medicine  and  international 
public  health'. 


□  Retailers  in  central  Chester  are 
to  be  asked  by  Chester  Corpor- 
ation to  vote  if  they  would  like  to 
remain  open  six  full  days  weekly 
outside  the  holiday  season. 

□  Purchase  tax  is  expected  to 
yield  £1,3 15m  in  the  current 
financial  year.  The  recent  re- 
duced rates  are  estimated  to 
"cost"  the  Exchequer  £135m  in 
1972-73. 

□  "The  Fetus",  the  Reckitt  & 
Colman  film  (CcfeD,  February  5, 
p  166)  which  deals  with  chronic 
and  acute  situations  where  there 
is  a  high  risk  to  the  unborn  baby, 
has  been  given  a  certificate  of 
education  commendation. 

□  Indian  Oil  Corporation  has 
contracted  to  import  about 
12,000  metric  tons  of  base  oils, 
used  for  the  manufacture  of 
medicinal  and  industrial  pro- 
ducts from  Rumania. 

□  Imports  of  pharmaceuticals  into 
Mozambique  from  South  Africa 
increased  gradually  from 
R139,625  (about  £69,800)  in  1965 
to  R478,000  (£240,000)  in  1970, 
which  would  seem  to  indicate 
that  South  Africa  is  getting  as 
much  of  the  market  as  possible. 
In  Mozambique  there  is  a  15  per 
cent  duty  perference  granted  to 
Portuguese  products  for  Govern- 
ment tenders. 

□  No  steps  were  being  taken  to 
assay  the  therapeutic  efficacy  of 
repeated  doses  of  analgesics  or 
antitussives  given  to  NHS  patients, 
said  Sir  Keith  Joseph,  Secretary 
of  State  for  Health  and  Social 
Services,  when  replying  to  a 
Parliamentary  question  by  Mr  L 
Pavitt.  Sir  Keith  pointed  out  that 
the  Committee  on  the  Safety  of 
Drugs  had  regard  to  the  likely 
long-term  effect  of  medicinal 
products. 


Voracity  of  big  business 

At  the  time  of  making  brief  comment  on  the  decision  of  the 
Monopolies  Commission  last  week,  I  had  not  seen  any  of  the 
details  of  the  report  itself — merely  the  stunned  comments  of 
the  experts  who  contribute  to  the  financial  columns  of  the 
national  Press.  I  see  no  reason  to  depart  from  what  I  wrote 
then.  I  referred  recently  to  the  submergence  of  a  large  number 
of  wholesale  and  manufacturing  houses,  the  survivors  of 
which  have  ceased  to  take  part  in  manufacture  of  any  kind 
and  have  become  merely  distributors  of  products  made 
elsewhere. 

That  Glaxo,  who  have  indulged  in  a  good  deal  of  the 
ingestion  in  recent  years,  should  now  have  become  the  pur- 
sued, is  evidence  of  the  extent  of  the  voracity  of  big  business 
in  a  modern  world  and  1  think  the  Commission  was  right  in 
ruling  the  project  as  not  being  in  the  public  interest.  Indeed, 
they  went  further  by  declaring  positively  that  the  mergers 
"could  be  expected  to  operate  against  the  public  interest." 
But,  then,  the  primary  factor  in  any  merger  is  hardly  likely 
to  be  the  interest  of  the  public.  There  are  usually  other  con- 
siderations. Pharmacists  as  a  whole  will  not  be  greatly 
impressed  by  the  arguments  of  the  effects  of  such  mergers  on 
research  and  development. 

On  the  other  hand,  the  fears  felt  by  many  in  connection 
with  the  transference  to  the  Boots  organisation  of  the  dis- 
tributive arm  of  Glaxo  under  the  banner  of  Vestric,  while 
dismissed  as  groundless  by  the  Commission,  were  very  real 
and  perhaps  more  readily  understood  by  the  pharmacists 
concerned  than  by  the  members  of  the  Commission.  The 
differences  in  policy  and  outlook  have  been  emphasised  in 
relation  to  fundamental  principles  on  more  than  one  occasion 
in  recent  years  when  the  Pharmaceutical  Society  and  the 
Boots  organisation  have  been  at  variance. 

Security  of  employment 

Another  extremely  important  point  to  which  you  make 
reference  in  your  editorial  is  the  question  of  the  atmosphere 
of  security  which  must  have  loomed  large  in  the  minds  of 
many  people  whose  whole  future  has  been  in  the  balance 
for  a  long  period  while  the  giants  were  carrying  on  a  Brob- 
dingnagian  replica  of  an  afternoon  at  Sotheby's.  And  no 
matter  what  protestations  are  made  or  promises  given  as  to 
future  employment,  in  general  large  scale  takeovers  and 
mergers  inevitably  result  in  what  are  euphemistically 
described  as  "redundancies."  And  each  redundancy  means  a 
family  without  a  breadwinner,  and  a  breadwinner  with  a 
sickening  sense  of  failure.  The  phenomenon  is  not  pharma- 
ceutical alone — it  is  seen  throughout  all  industry,  and  it  is 
but  a  small  step  from  private  monopoly  to  nationalisation. 
Both  are  top-heavy,  both  are  bureaucratic. 

Making  peppermint  water 

In  these  days  of  easy  identification  of  bacteria  I  have  often 
wondered  how  we  have  survived  the  risks  we  have  taken 
over  the  years.  I  read  with  interest  the  findings  of  the  Royal 
Free  Hospital,  London,  on  the  subject  of  peppermint  water. 
In  my  early  days  it  was  made  by  adding  the  oil  to  boiling 
water  and  shaking,  filtering  before  use.  But  its  addition  to 
mixtures  was  made  on  a  small  scale  in  prescriptions  which 
were  extemporaneously  prepared  and  seldom  exceeded  one 
week's  supply. 
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Advertiser's  announcement 


CHEMISTS 

TOILETRY 

SUPPLEMENT 


This  supplement  is  the  first  of  a  series 
specially  compiled  for  Chemist  & 
Druggist  by  Beecham  Products — 
Britain's  foremost  toiletry  manufac- 
turers. 

It  is  designed  to  show  not  only  the 
important  part  Beecham  toiletry  pro- 
ducts play  in  the  development  of  major 
markets  but  how  the  chemist  may 
realise  the  maximum  profit  potential 
from  retailing  fast-moving  Beecham 
brands. 

Total  retail  sales  of  toiletry  products 
are  now  in  excess  of  £250  million  and 
account  for  approximately  50  per  cent 
of  the  total  turnover  through  pharmacies. 
Five  product  groups  constitute  a  large  part 
of  this  market,  namely — deodorants,  sham- 
poos, hairsprays,  toothpastes  and  men's 
preparations. 

Beecham  Products'  brands  are  strongly 
represented  in  each  of  these  major 
sectors  and  offer  important  opportunities 
to  chemists  wishing  to  derive  profit  from 
these  items. 

Chemists  hold  a  unique  position  in  the 
market  place.  In  addition  to  their  NHS 
dispensing  role  they  are  expected  by  the 
public  to  make  recommendations  for 
treatments  and  products  in  a  way  that  no 
other  retailer  is  expected  to  do. 

The  forward-looking  chemist  is  now 
re-assessing  his  trading  relationship  with 
other  types  of  retailer  in  the  High  Street. 
Faced  wftTT  heavy  competitive  pressures, 
it  has  become  important  for  him  to  look 
critically  at  his  retailing  operations,  so 
that  he  can  give  the  best  possible  service 
to  his  customers  whilst  making  healthy 
profits  from  s.:.les. 

With  so  many  competing  brands  within 
the  main  product  groups,  the  wise  chemist 
will  stock  the  products  which  provide 
him  with  the  greatest  coverage  of  the 
market,  keeping  to  as  few  lines  as 
possible.  He  knows  it  is  both  inefficient 
and  unprofitable  to  occupy  valuable  shelf 
space  with  little  known  brands  in  the 
hope  of  the  occasional  sale. 

Rationalising  for  profit 

Stock  rationalisation  is  the  key  there- 
fore to  greater  turnover  and  profitability 
in  the  pharmacy.  Rationalised  stock- 
holding cuts  out  dead  lines,  freeing  space 
for  more  profitable  use. 

By  taking  advantage  of  the  larger  manu- 
facturers' quantity  case-rates,  the  chemist 
can  be  competitive  and  otTer  attractive 
prices  to  the  consumer.  He  therefore 
gains  extra  sales  through  stocking  and 
promoting   the  fast-moving  and  heavily 


advertised  brand-leaders  which  deliver 
maximum  turnover  and  profit. 

In  the  five  main  market  categories 
Beecham  manufacture  many  of  the  major 
brands  upon  which  the  chemist  depends. 
Macleans  accounts  for  more  than  18  per 
cent  of  toothpaste  sales.  Body  Mist  and 
Cool  almost  15  per  cent  of  deodorants; 
Brylcreem,  Silvikrin  and  Pure  Silvikrin 
nearly  29  per  cent  of  men's  hairdressings; 
Silvikrin  Hair  Spray  more  than  11  per  cent 
of  hairsprays;  and  in  the  shampoo  market 
Silvikrin,  New  Bristows  and  Vosene  to- 
gether dominate  with  an  up  to  25  per  cent 
share. 

This  supplement  is  designed  to  provide 
information  of  Beecham  products  in  these 
five  major  markets,  news  of  promotions 
and  other  important  developments  in 
these  fields,  and  to  review  the  progress 
of  important  new  products  introduced 
during  the  year. 

New  deodorants 
for  fast 

growing  market 

During  the  past  5  years  the  deodorant 
market  has  expanded  at  a  rate  far  ex- 
ceeding that  of  any  other  market  within 
the  Health  and  Beauty  Aids  group  and 
there  is  every  justification  to  predict  that 
this  rapid  growth  will  continue  for  at 
least  the  next  four  years. 

In  1970  the  value  of  the  total  market 
was  £12-7  million  and  it  is  estimated  that 
by  1975  it  will  have  increased  to  that 
of  approximately  £23  3  million. 

Chemists  account  for  by  far  the  greater 
part  of  total  deodorant  sales. 

Beecham  Products  have  long  played  an 
important  role  in  the  development  of 
this  market  and  it  was  the  acknowledge- 
ment of  clearly  defined  market  trends  re- 
vealed by  extensive  research.  that 
prompted  them  to  lay  early  plans  for  the 
consolidation  of  their  position  as  number 
one  deodorant  manufacturer  in  this 
country. 


A  number  of  factors  are  responsible 
for  this  exceptional  market  growth  but 
the  most  significant  are  undoubtedly  (i) 
the  increasing  popularity  of  the  more 
sophisticated  aerosol  applicator  and  (ii) 
the  fact  that  more  men  are  becoming 
heavy  deodorant  users. 

Deodorant  usage  falls  clearly  into  two 
basic  categories:  — 

(i)  For  the  woman  who  requires  a  deo- 
dorant for  her  own  personal  use — 
that  is,  a  deodorant  which  is 
absolutely  effective  and  totally 
feminine  in  both  appearance  and 
perfume. 

(ii)  For  the  woman  who  requires  a 
deodorant  not  only  for  her  own 
use  but  for  her  family  and  more 
especially  for  her  husband.  Again 
efficiency  is  a  prime  consideration 
and  the  perfume,  whilst  completely 
acceptable  to  her,  must  also  be 
suitable  for  a  man. 

The  two  market  sectors  therefore,  might 
be  called  (i)  the  "feminine"  sector,  and  (ii) 
the  "unisex"  sector. 

Whichever  the  sector,  the  consumer 
looks  for  the  total  reassurance  of  a  pro- 
duct which  combines  both  anti-perspirant 
and  deodorant  benefits. 

These  briefly  were  the  factors  taken 
into  account  by  Beecham  preparatory  to 
the  rationalisation  of  their  deodorant 
range   in   the  early  part  of  the  year. 

The  clear  brand  leader — Body  Mist,  re- 
launched in  February  1971  with  an  anti- 
perspirant  formula — fulfils  the  require- 
ments in  the  "feminine"  sector  of  the 
market  exactly.  With  its  attractive, 
feminine  aerosol  can.  Body  Mist's 
effective  anti-perspirant /deodorant  for- 
mula is  the  only  brand  to  offer  a  choice 
of  three  different  perfumes  each  giving 
the  woman  user  complete  protection  and 
self  assurance.  Body  Mist  has  everything 
in  fact  to  ensure  the  brand's  continued 
leadership  in  the  "feminine"  sector  of  the 
market. 

In  January  this  year  Beecham  launched 
Cool,  a  new  product  specifically  for- 
mulated  to   fulfil   precisely   the  require- 
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ments  of  the  "unisex"  sector  of  tiie 
market. 

Cool,  effectively  combines  anti-per- 
spirant  and  deodorant  functions  and  is 
packed  in  attractive  blue  4oz  and  6oz 
aerosol  cans.  The  pack  has  been  specially 
designed  to  have  powerful  visual  appeal 
to  both  men  and  women.  It  is  also 
available  in  a  unique  square-sectioned 
roll-on  following  a  similar  design  theme 
to  that  of  the  aerosol.  Refill  units  are 
available   for   Cool  Roll-on. 

Heavy  advertising  backing 

Again  Beecham  with  characteristic  confi- 
dence, having  researched  every  aspect,  are 
supporting  both  products  with  heavy 
advertising  activity.  Over  £350,000  is  being 
spent  in  their  current  television  campaign, 
the  impact  of  which  is  creating  a  consumer 
demand  greater  than  the  most  optimistic 
forecasts. 

Promotional  support 

Both  Body  Mist's  "Extra  Value"  pack  and 
the  introductory  Cool  "Reduced  Price 
Offer"  responded  well  to  lively  promo- 
tions in  chemists  earlier  this  year. 

Body  Mist  and  Cool  are  brands  spsci- 
fically  developed  to  exactly  answer  the 
consumer  needs  in  the  major  sections  of 
the  deodorant  market. 

In  the  context  of  Beecham's  heavy 
advertising  and  promotional  investment 
chemists  stand  to  gain  valuable  profit 
from  retailing  these  two  deodorants  in 
the  high  off-take  summer  months. 

Cool  Foot 

Another  new  Beecham  product  enjoy- 
ing increasing  success,  is  a  sister  product 
to  Cool.  Launched  earlier  this  year.  Cool 
Foot  is  a  deodorant  refresher  for  hot, 
tired  feet  and  which  acts  effectively  to 
prevent    the    development    of    the  skin 


bacteria  responsible  for  unpleasant  loot 
odour. 

Cool  Foot  is  a  product  with  broad  con- 
sumer appeal.  It  can  be  quickly  and 
easily  sprayed  through  stockings  or  socks 
to  soothe  and  refresh  feet — both  male 
and  female. 

An  expenditure  of  £70,000  has  been 
placed  behind  the  new  brand.  Full  page 
advertisements  in  a  wide  selection  of 
popular  women's  journals  and  in  the 
national  Press  are  aimed  to  reach  90  per 
cent  of  the  target  audience.  In  addition  to 
a  regional  TV  campaign.  £20,000  is  being 
devoted  to  a  strong  promotional  pro- 
gramme. 

Extensive,  striking  display  materials 
are  available  to  enable  chemists  to  create 
the  highest  level  of  consumer  impact  in 
the  pharmacy. 

Cool  Foot  is  available  in  6oz  (I30gm) 
aerosol  cans  at  an  RSP  of  39p. 


Advertiser's  announcement 

Macleans 

Toothpaste- 
chemists'  brand 

leader 

In  February  1971  Macleans  embarked 
upon  the  biggest  ever  toothpaste  launch, 
indeed  the  biggest  ever  toiletry  launch. 
Investing  more  than  £1  million  in  a 
massive  advertising  and  promotional 
campaign  for  their  new  brands — Fresh- 
mint  and  White  Fluoride — Macleans  in- 
jected new  life  into  what  had  hitherto 
been  regarded  as  a  slow  growth  market. 

Since  that  time  the  total  market  has 
expanded  to  more  than  £25  million  and 


A  scene  from  one  of  Macleans  newi 
colour  commercials,  with  the  now  familiar 
"snow"  theme.  This  exciting  new  series 
embodies  a  dramatic  "Lightning  flash"^ 
device  emphasising  l^acleans  new  "Light-\ 
ning  Whitening"  message  \ 

represents  the  second  largest  toiletry  mar- 
ket. More  than  18  per  cent  of  toothpaste 
sales  through  chemist  outlets  are  of 
Macleans  Toothpaste. 

Macleans  massive  advertising,  constant 
promotional  activity  coupled  with  the  in- 
creasing public  awareness  of  oral  hygiene, 
present  profit-conscious  chemists  with  a 
unique    opportunity    to    capitalise  on 
Beecham's    heavy    investment.    By  fully 
utilising  the  extensive  range  of  Macleans 
merchandising     material     and  staging 
attractive   and   regular   promotions,  for- 
ward-looking    chemists     have  already 
begun    to    claim    back    some    of    the  jji 
valuable  High  Street  toothpaste  business  | 
which  has  been  slipping  away  in  recent  | 
years. 


Exciting  new  commercials 

Confident  of  maintaining  their  strong 
brand  position  in  this  highly  competitive 
market,  Beecham  have  placed  a  further 
£1  million  plus  behind  Macleans  this 
year.  With  an  aggressive  £200,000  Press 
campaign  for  White  Fluoride,  Macleans 
is  spending  more  than  any  single  tooth- 
paste brand  in  the  Press. 

Going  into  millions  of  homes  through- 
out the  country,  a  series  of  new  and 
exciting  colour  commercials  which  still 
retain  the  familiar  "snow-scene"  theme, 
use  a  dramatic  "lightning  flash"  device  to 
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Shampoos-New  Bristows 
overall  market-leader 


Advertiser's  announcement 

emphasise  Macleans  new  "Lightning 
Whitening"  message. 

Prior  to  the  production  of  the  new 
commercials,  Beecham  undertook  an  ex- 
tensive research  programme  to  assess 
consumer  attitudes  to  their  current  adver- 
tising. The  results  clearly  indicated  an 
unqualified  acceptance  of  the  traditional 
"whiteness"  promise.  As  a  result  of  their 
findings,  Macleans  have  strengthened 
even  further  this  product  property  to 
stimulate  constant  heavy  demand. 

White  Fluoride 

There  has  been  a  definite  and  dramatic 
swing  in  public  opinion  where  fluoride 
IS  concerned,  and  as  competitive  brands 
prepare  to  follow  their  lead,  Beecham  are 
taking  steps  to  consolidate  their  position 
in  the  fluoride  toothpaste  market. 

White  Fluoride  was  the  first  brand  to 
invest  in  a  national  advertising  campaign. 
As  sales  increase,  Beecham  propose  to 
play  an  important  part  in  convincing  the 
consumer  of  the  clinical  value  of  Mac- 
leans White  Fluoride. 

Their  first  step  has  been  to  launch  a 
national  campaign  aimed  at  dentists  with 
the  specific  intention  of  helping  the 
chemist  to  enjoy  the  benefits  of  the 
expanding  fluoride  toothpaste  market. 

The  campaign  follows  the  success  of  a 
recent  test  operation  conducted  in  the 
London  area  and  is  designed  to  supple- 
ment their  already  considerable  £200,000 
spending  in  the  press  on  this  brand  alone. 

Specially  designed  presentation  displays 
containing  samples  of  White  Fluoride,  50 
printed  appointment  cards  and  50  explana- 
tory leaflets,  are  being  sent  direct  to  most 
dental  practitioners  for  distribution  among 
their  patients. 

In  terms  easily  understood  by  all  age 
groups,  the  leaflet  explains  the  benefits  of 
using  a  fluoride-based  toothpaste  and, 
with  the  aid  of  simple  illustrations,  gives 
a  step-by-step  guide  to  dental  care. 

The  project  has  already  received  an 
enthusiastic  response  from  practitioners, 
prompting  Beecham  to  predict  a  consider- 
able upsurge  in  sales  through  chemists. 

In  anticipation  of  the  increase  in 
brand  awareness  and  to  attract  additional 
customer  interest,  special  display  material, 
in  keeping  with  the  campaign  theme,  is 
being  made  available  to  all  chemists. 


The  colourful  counter  dispensers  are 
designed  to  accommodate  Macleans  White 
Fluoride  and  a  supply  of  the  leaflets. 


Beecham  have  staged  a  number  of 
exceptionally  successful  launches  in 
recent  years,  but  possibly  the  most  out- 
standing was  the  introduction  of  the 
unique  "Shampoo  &  Conditioner-In-One" 
from  Bristows  in  January  of  this  year. 

Developed  to  meet  a  major  market 
opportunity,  Beecham's  objective  in 
formulating  the  new  product  was  to  ofi'er 
users  a  shampoo  which,  in  addition  to 
providing  a  normal  shampooing  function, 
covered  all  the  consumer  requirements  in 
the  area  of  conditioning. 

New  Bristows  not  only  offers,  but  ful- 
fils a  promise  of  benefits  superior  to 
those  found  in  existing  cosmetic  sham- 
poos. 

With  a  choice  of  four  variants,  each 
one  formulated  to  balance  the  condition- 
ing system  against  the  basic  shampoo 
ingredient  to  suit  different  hair  types — 
Normal,  Dry,  Greasy  and  Dandruff — 
each  variant  has  a  different  colour  and 
perfume  in  sympathy  with  its  individual 
properties  and  function. 

Introduced  under  the  famous  Bristow's 
brand  name,  Beecham  predicted  an  over- 
whelming success  for  the  new  product, 
backing  the  project  with  a  massive 
£500,000  advertising  and  promotional 
campaign. 

Television  commercials  presenting  the 
"double-head  image"  have  generated 
immediate  and  lively  consumer  demand 
in  chemist  outlets  throughout  the 
country.  Backed  up  with  full-colour 
double  and  single  page  press  advertise- 
ments and  a  wide-spread  sampling  oper- 
ation through  major  women's  magazines, 
the  brand  has  quickly  become  accepted 
by  the  consumer  as  a  top-quality  sham- 
poo with  the  added  benefit  of  the  all- 
important   conditioning  ingredients. 

Planned  marketing  programme 

The  obvious  potential  of  the  new  pro- 
duct and  the  heavyweight  support  it  has 
received  has  prompted  a  quick  reaction 
from  retail  chemists,  many  of  whom 
have  taken  full  advantage  of  attractive 
introductory  terms  to  gain  maximum 
profit  from  stocking  the  new  brand.  The 
extensive  and  powerful  range  of  mer- 
chandising material  is  being  widely  used 
by  chemists  to  stimulate  additional 
interest  at  point-of-sale. 

Recent  reports  indicate  that  the  intro- 
duction of  New  Bristows  has  had  a 
profound  influence  on  the  market.  An 
AGB  consumer  survey  conducted  during 
two  consecutive  four-week  periods  ending 
6th  May  and  3rd  June  reveals  that  whilst 
other  new  brands,  launched  at  about  the 
same  time  as  Beecham's  unique  new 
shampoo  declined  in  share,  Bristows 
attained  the  position  of  overall  brand 
leader.  Trade  audits  carried  out  during 
Jan/Feb  and  March/April  confirm  the 
brand  leadership  position. 


This      achievement      represents      for  1 

Beecham  the  fulfilment  of  the  first  stage  | 

of  a   carefully  planned   marketing  pro-  ! 

gramme  aimed  to  place  the  brand  in  a  ! 

firm  position  in  one  of  the  most  volatile  ! 

of  all  Health  and  Beauty  Aid  markets.  | 

Heavyweight  | 

support  for  | 

Silvikrin  j 

New  Naturals  1 

If 

The  success  for  Bristows  follows  that  of  i 

another  Beecham  shampoo  range.  Since  | 

their      introduction      Silvikrin      Natural  | 

Shampoos   have   increased   in   popularity  i 

as  has  the  fashion  for  the  "natural"  look.  • 

The   natural   ingredients   of   the   New  | 

Naturals  shampoo  range — Alpine  herb.  j 
lemon    and    lime,    almond    oil    and  egg 

protein   extract — are   blended  with   Pure  | 

Silvikrin,  a  basic  hair  nutrient  contained  \ 

exclusively  in  Silvikrin  shampoo.  The  t 
brand  enjoys  a  wide  consumer  acceptance 

in    providing   well-conditioned,   naturally  : 

healthy  and  beautiful  hair  at  a  popular  I 

price.  ' 

The  powerful  promotional  activity 
which  quickly  gained  an  important  posi- 
tion for  the  brand  is  still  firmly  main- 
tained. This  is  accompanied  by  complete 
dominance  of  shampoo  advertising  in 
the    Press.    Chemists"    sales    reflect  the 

benefit  of  a  six-month  concentration  of  ; 

heavy  press  advertising  for  Silvikrin.  j 

An   entirely   new   and   exciting   series  ; 

of  full-colour  whole  page  advertisements  i 

emphasises    the    special    benefits    offered  j 

by  the  product's  "natural  ingredients  plus  i 

pure  Silvikrin"  formulation.  j 

This     heavy-weight     campaign     which  j 

represents  part  of  an  extra  expenditure  of  i 
20  per  cent  in  women's  journals  this  year 
for    Silvikrin.    includes    more    than  one 
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Advertiser's  announcement 


hundred  full  page  colour  advertisements 
in  most  of  the  popular  women's  journals 
and  is  aimed  particularly  at  the  heavy 
shampoo  users — the  16-24  age  group. 

By  far  the  biggest  continuous  campaign 
of  its  type  in  the  history  of  Woman's 
Own,  Silvikrin  advertising  will  appear  on 
no  less  than  27  pages  on  consecutive 
weeks  between  May  27  and  November  5 
this  year. 

Every  week  during  this  period  an  un- 
precedented number  of  Woman's  Own 
readers  will  see  one  or  other  of  the 
five  whole-page  Silvikrin  advertisements. 
This  coverage  together  with  that  of  the 
other  high-circulation  journals,  will  pro- 
vide the  opportunity  for  3j  million 
women  in  the  16-24  age  bracket  alone  to 
see  the  campaign  during  the  six-month 
period. 

No  other  beauty  product  has  ever 
mounted  a  similar  campaign. 

Silvikrin  Shampoo  sales  increased  con- 
siderably last  year,  but  even  greater  back- 
ing this  year  will  certainly  see  a 
strengthening  of  Silvikrin's  already  firm 
position  amongst  the  shampoo  brand 
leaders.  This  will  result  in  a  further  sub- 
stantial increase  in  profits  for  the  chemist. 

Vosene-established 
major  medicated 
brand 

Research  has  shown  that  almost  50  per 
cent  of  all  women  in  the  United  Kingdom 
suffer  from  the  scalp  condition  commonly 
called  "dandruff"".  Of  these,  10  per  cent 
sufi'er  from  severe  dandruff  and  con- 
sequently seek  products  with  a  "treatment" 
claim  or  use  prescribed  brands.  The 
remainder  look  for  a  shampoo  suitable  for 
the  whole  family  which  will  both  prevent 
dandruff  and  keep  their  scalps  clean  and 
healthy.  This  is  the  area  in  which  Vosene 
continues  to  dominate  despite  compe- 
titive activity  from  other  manufacturers. 

The  brand's  share  of  the  "medicated" 
shampoo  market,  in  which  it  enjoys  an 
extraordinarily  high  degree  of  consumer 
loyalty,  is  no  less  than  30  per  cent — twice 
that  of  its  nearest  competitor. 


The  active  ingredient,  SBU185,  has 
been  proven,  both  clinically  and  by  in- 
creasing consumer  demand,  to  be  an 
effective  combatant  against  the  yeast 
organism  which  lives  on  the  scalp  and  is 
believed  to  be  a  cause  of  dandruff. 

It  is  with  products  such  as  Vosene  that 
the  chemist,  in  his  capacity  as  a  qualified 
pharmacist,  is  frequently  called  upon  to 
advise  his  customer. 

It  is  the  dominant  position  which  these 


three  brands  enjoy  in  the  shampoo 
market  which  enables  Beecham  to  sup- 
port them  with  heavy  advertising  and 
lively  consumer  and  trade  promotions — 
both  essential  to  generate  heavy  demand 
and  maximum  profit  for  the  chemist. 

These  three  leading  brands,  with 
nearly  a  quarter  of  all  shampoo  sales 
between  them,  considerably  assist  chem- 
ists in  gaining  excellemt  stock  repre- 
sentation. 


Hairsprays-Silvikrin,  the 
ideal  pharmacy  line 


The  hairspray  market  can  boast  one 
of  the  most  phenomenal  growth  rates 
of  any  toiletry  market.  Expanding  at  a 
rate  of  about  15  per  cent  every  year  for 
the  last  three  years,  the  total  value  of  the 
market  has  now  reached  a  staggering 
£22  million. 

The  striking  "Daisy"  pack  of  the  Sil- 
vikrin Hair  Spray  range  is  now  a  familiar 
sight  in  chemist  outlets  and,  being  seen 
by  most  women  to  fall  quite  clearly  into 
a  "cosmetic"  category,  it  responds  well  to 
promotion  in  the  professional  environ- 
ment of  the  pharmacy. 

Complete  range 

The  strength  of  Silvikrin's  popularity  is 
undoubtedly  in  providing  a  complete 
range  of  hairspray  products  the  quality 
and  price  of  which  completely  fulfil  the 
needs  of  the  widest  possible  sector  of 
the  hairspray  market. 

It  is  to  these  high-volume  users — the 
14-34  age  group — that  Beecham  aim  the 
now  famous  "Dandelion"  television  ad- 
vertisements. 

Beecham's  past  experience  of  the  effec- 
tiveness of  heavy  consumer  advertising 
has  prompted  them  to  increase  their  tele- 
vision advertising  expenditure  for  Silvikrin 
Hair  Spray  this  year  by  a  massive  40  per 
cent.  This  clearly  reflects  the  colossal 
growth  of  the  hairspray  market  and  con- 
firms Beecham's  confidence  in  its  con- 
tinuing rapid  rate  of  expansion. 

More  than  70  per  cent  of  all  women  use 
a  hairspray,  and  given  such  a  wide  range 
of  choice  they  will  buy  only  a  product 
which  provides  them  with  precisely  the 
type  of  hair  control  they  require.  From 
research  we  see  that  the  tendency  is  for 
them  to  select  by  "hair-types"  rather  than 
"hold"  description  and  Silvikrin's  three 
variants — for  dry,  greasy  or  normal  hair 
— provide  a  formulation  to  satisfy  all 
consumers  needs. 

In  addition  to  Silvikrin's  active  tele- 
vision advertising  schedule,  a  programme 
of  powerful  promotional  activity  gives 
maximum  incentive  in  the  pharmacy. 

A  recent  and  outstanding  example  of 
Silvikrin  Hair  Spray's  appeal  when  on 
promotion,  is  a  "25%  Added  Value"  offer 
which  was  staged  through  April  and 
May  of  this  year. 

As  the  trade  became  aware  of  the 
overwhelming  demand  created  by  the 
offer,  repeated  requests  for  additional 
supplies  completely  exhausted  Beecham's 
reserve  stocks. 


Ex-factory  sales  during  the  promotional 
period  reached  an  unprecedented  level. 

However,  many  of  the  more  progressive 
chemists  realised  the  tremendous  con- 
sumer attraction  of  the  "Added  Value" 
pack  and  foresaw  the  strong  demand. 

A  small  chemist  shop  in  Glasgow  for 
instance,  normally  ordering  4  dozen 
Silvikrin  Hair  Sprays,  increased  the 
"Added  Value"  pack  order  to  no  less  than 
51  dozen. 

A  wholesale  chemist  on  the  West 
Coast  of  Scotland  with  an  average  order 
for  150  dozen  increased  its  "Added 
Value"  order  to  670  dozen. 

From  two  Middlesbrough  chemist 
shops  the  best  ever  promotion  order  was 
for  200  cases.  Predicting  success  for  the 
Silvikrin  "Added  Value"  promotion,  400 
cases  were  ordered. 

Not  only  twice  the  number  of  the 
previous  "best",  but  these  cases  sold  out 
in  half  the  time. 

As  a  result  of  these  outstanding  re- 
sults, Beecham's  are  offering  chemists  a 
second  opportunity  to  profit  from  the 
success  of  a  further  "25%  Added  Value" 
promotion  in  August  and  September. 

Again  the  offer  applies  to  all  three 
variants  in  both  "economy"  and  "regular" 
size  aerosols  and  chemists  everywhere 
are  being  strongly  advised  to  place  early 
orders  for  sufficient  stock  to  cover  what 
Beecham  confidently  predict  will  be 
another  big  profit-winner  in  the  pharmacy. 

Beecham  backing 
the  chemist 

A  strong  consumer  demand  for  Beecham's 
top-quality  toiletry  products  is  being  con- 
stantly generated  by  the  massive  weight 
of  advertising  placed  behind  its  brands. 
This  is  the  kind  of  support  which  can  be 
provided  by  only  a  major  manufacturer 
such  as  Beecham,  and  the  profit-conscious 
chemist  will  stock  only  these  fast-moving 
leading  lines  which  allow  him  to  maximise 
his  return  from  products  which  by  long 
tradition  the  consumer  expects  to  find  in 
the  chemist's  shop. 

By  taking  full  advantage  of  Beecham's 
lively  promotional  programme  and  making 
full  use  of  the  extensive  range  of  mer- 
chandising material  always  available  to 
the  chemist,  he  is  in  addition  able  to 
compete  effectively  with  his  High  Street 
neighbours. 
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THE  COST  OF  A  SMOOTH  SKIN 

Face  creams  and  skin  care  products  market 


by  Dr  A.  F.  Deeson,  MA  PhD  DSc 


Definition  of  this  market  is  not  easy 
because  many  products  have  overlapping 
functions,  which  may  be  defined  as: 

□  Cleansing — especially  at  night  to 
remove  make-up  without  recourse  to  soap 
and  water 

□  Moisturising  during  the  day  -a  light 
cream  worn  under  make-up 

n  Moisturising  at  night — applied  before 
retiring  to  keep  the  face  smooth 

□  Toning — by  using  astringents 

To  cover  these  functions  there  are  at 
least  six  different  product  categories: 

1.  Cold  cleansing  creams  and  lotions 

2.  Foundation  creams,  including  untinted 
creams  and  vanishing  creams  which  are 
more  often  used  by  older  women 

3.  Skin  foods  moisturisers  and  nourishing 
creams 

4.  General  purpose  creams,  such  as  Nivea 
and  Astral 

5.  Baby  lotions  and  oils  (it  is  estimated 
that  50-60  per  cent  of  these  products 
go  onto  mother's  face  rather  than  baby's 
bottom — and  are  also  frequently  used 
for  protection  against  the  sun,  and  as 
cleansers) 

6.  Astringents 

Complications  apart,  this  is  certainly  a 
large  and  thriving  market,  estimated  by 
Retail  Business  to  be  worth  £11  million 
in  1970  in  its  narrowest  sense,  ie,  creams 
which  are  specially  prepared  for  facial 
treatment,  and  more  widely,  between  £15 
and  £20  million  a  year. 

Shift  in  sales 

Chemists  have  traditionally  been  the 
largest  outlet  for  such  products,  but  there 
has  been  a  distinct  and  significant  shift 
away  of  sales,  particularly  in  volume  sales. 
Because  the  market  is  large  and  is  applic- 
able to  almost  every  woman  customer, 
because  it  is  vigorous,  with  a  regular 
addition  of  new  products  well  supported 
by  advertising,  it  is  well-worth  making 
sure  that  your  beauty  counter  is  always 
ready  with  help  and  advice  and  that  you 
stock  a  good  selection  of  products  in  the 
main  categories  noted  above.  Grocers, 
supermarkets,  variety  stores,  department 
stores  and  direct  selling  operations  are 
your  competitors. 

It  is  worth  bearing  in  Jiiind.  too,  thai 
this  lively,  innovating  market  has  a 
volume  growth,  overall  at  around  4-5  per 
cent  per  annum.  Some  areas,  such  as 
moisturising  creams,  are  growing  faster, 
while  foundation  creams  are  probably 
static. 

Well  over  50  per  cent  of  all  women 
currently  use  a  cleansing  cream  and  over 
half  of  these  use  one  daily.  As  one  might 
expect,  usage  decreases  with  age  and 
falling  income.  About  40  per  cent  of  all 
women  use  a  foundation  cream  weighted 
towards  older,  upper  social  scale  women. 
Skin  foods,  partly  no  doubt  because  of 


price  levels,  are  heavily  weighted  towards 
the  ABCl  socio-economic  categories — 
about  31  per  cent  of  these  classes.  Main 
usage  for  such  products  is  in  the  25-44 
age  group. 

All  purpose  creams  are  used  by  60 
per  cent  of  all  women  with  a  significantly 
larger  percentage  of  usage  in  the  lower 
income  groups. 

An  independent  consumer  purchasing 
survey  carried  out  in  January /February 
of  this  year  showed  the  following  market 
shares  for  a  total  market  containing  the 
major  brands,  but  excluding  skin  creams 
and  lotions  sold  door-to-door: 
Nivea  20  per  cent 

Nulon  16  per  cent 

Oil  of  L'lay  15  per  cent 

Johnson   &  Johnson 

baby  lotion  12  per  cent 

Pond's  1 1  per  cent 

Atrixo  9  per  cent 

Astral  6  per  cent 

Vaseline  Intensive  Care  6  per  cent 

Last  year  Gala  Cosmetic  Group  com- 
missioned a  National  Opinion  Poll  sur- 
vey, asking  all  female  users  of  skin  care 
products  which  brands  they  "used  reg- 
ularly". The  following  were  the  per- 
centage of  women  who  used  the  major 
brands  regularly: 

Nivea  46  per  cent 

Pond's  22  per  cent 

Johnson  &  Johnson 

baby   lotion  12  per  cent 

Astral  12  per  cent 

This  makes  an  interesting  comparison 
with  the  Retail  Business  survey  of  April 
1972,  which  gave  26  per  cent  of  the 
cleansing  cream  and  lotions  market  to 
Ponds  with  16  per  cent  to  Boots  and  12 
per  cent  to  Max  Factor.  In  foundation 
creams  and  lotions  Ponds  had  24  per  cent 
with  Yardley  16  per  cent  and  Boots  14 
per  cent.  Endocil  came  out  on  top  for 
skin  creams  with  22  per  cent  followed 
by  Oil  of  Ulay  16  per  cent  and  Avon 
14  per  cent. 

Strengtli  of  Nivea 

Of  the  all-purpose  creams  Nivea  had 
about  60  per  cent. 

In  the  astringents  Avon,  Arden,  Max 
Factor  and  Yardley  were  stated  to  all 
have  around  10-15  per  cent  of  the  mar- 
ket. 

Other  important  brands  for  cleansing 
cream  were  given  as  Avon.  Anne  French 
and  Yardley:  for  foundation  creams  and 
lotions  Coty,  Max  Factor  and  Avon;  for 
skin  foods  Boots,  Rubinstein.  Lancome, 
and  Yardley:  and  for  all  purpose  creams. 
Astral. 

On  a  rather  different  classification  IPC 
Marketing;  Manual  for  1971  suggested 
Nulon  18  per  cent,  Avon  14  per  cent  and 
Nivea  12  per  cent  for  "hand  creams  and 


lotions";  Pond's  20  per  cent,  Nivea  18 
per  cent,  Johnsons  1 1  per  cent  and  Avon 
9  per  cent  for  "cleansing/cold  creams"; 
Avon  37  per  cent  and  Boots  10  per  cent 
for  "moisturising  lotions/creams":  and 
Nivea  27  per  cent.  Oil  of  Ulay  13  per 
cent  and  Avon  10  per  cent  for  "skin 
foods". 

This  year  Nivea  may  well  strengthen 
its  position  still  further  by  their  intro- 
duction of  Nivea  Liquid,  a  light,  non- 
greasy  skin  care  lotion.  The  launch  was 
by  a  special  price  offer  pack.  Nivea 
Cream  has  been  on  television  and  is  cur- 
rently being  advertised  in  women's 
magazines  and  TV  Times.  There  have 
been  promotions  for  Harry  Wheatcroft 
Rose  Trees  and  money  offer  packs  on 
the  major  sizes. 

Although  Revlon's  name  was  absent 
from  the  Retail  Business  survey  this  year 
they  are  important  in  this  field — and 
important  to  the  chemist,  too,  because  a 
major  section  of  Revlon's  franchisees  are 
independent  pharmaceutical  outlets.  Last 
year  Revlon's  turnover  increased  overall 
by  35  per  cent. 

The  Revlon  and  Natural  Wonder  ranges 
(the  latter  for  the  younger  market)  are 
the  most  popular.  Typical  products  are 
Natural  Honey,  a  moisture  lotion  based 
on  organic  herbal  products  in  the  Revlon 
range  and  Touch  and  Glow  Cream  Make- 
up available  in  six  colours,  also  in  the 
Revlon  range.  Revlon  find  lotions  far 
outsell  creams. 

Yardley  attack 

Yardley  changed  the  packaging  of 
four  of  their  products  recently,  although 
the  formulas  stayed  the  same.  These 
are:  Beauty  Magic;  Vitamin  skin  cream; 
English  complexion  cream;  and  special 
dry  skin  cleansing  cream. 

Also  this  month  two  Lipids  creams 
came  onto  the  market  from  Yardley:  a 
cream  moisturiser  and  a  cream  cleanser. 
There  was  also  a  liquid  skin  freshener. 

Packaging  for  the  new  range  is  out- 
standing. Yardley  depart  from  the  pale 
blue,  silver  and  gold  image  and  launch 
out  with  a  modern,  bold  smoky  grey 
pack.  Both  jars  and  bottles  are  ovoid, 
semi-translucent  and  streamlined,  with 
logo  and  product  name  in  gold  block 
lettering. 

Why  lipids?  Janet  Lloyd.  Yardley 
Group  Marketing  Manager,  says:  "Yard- 
ley  have  been  experimenting  with  skin 
care  formulations  incorporating  lipids  for 
some  years — ever  since  it  was  shown 
conclusively  that  the  skin's  natural  oils, 
the  lipids,  were  one  of  the  major  factors 
responsible  for  regulating  the  moisture 
level  in  the  skin  and  keeping  the  skin 
soft  and  supple.  Lipids  are  the  natural 
sequel  to  conventional  moisturisers.  We're 
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Illustration  courtesy  Ctiesebrough-Pond's 


launching  these  new  items  after  exhaustive 
tests  and  with  the  confidence  that  we  are 
much  closer  to  understanding  the  com- 
plexities of  total  skin  care." 

A  number  of  surveys  indicate  that 
Pond's,  for  many  years  brand  leaders  in 
this  market,  may  have  lost  some  ground 
over  the  past  few  years.  But  Lemon 
Cream,  introduced  last  year  and  Lemon 
Cold  Cream,  introduced  recently,  may  re- 
cover for  them  any  sales  they  have  lost. 

Pond's  Lemon  Cold  Cream  is  to  be 
advertised  heavily  in  the  consumer  Press. 
Both  packs  and  advertising  feature 
Maudie  James,  who  is  also  on  the  point- 
of-sale  material.  The  lemon  fragrance  has 
proved  popular  in  the  States  and  Chese- 
brough  Pond's  hope  it  will  receive  a  simi- 
lar response  here.  Lemon  Cold  Cream  is 
being  launched  to  capture  the  younger 
market  for  cleansing  creams.  Pond's 
market  research  shows: 

□  One  in  10  of  all  women  use  Pond's 
Cold  Cream; 

□  One  in  five  of  all  women  who  use 
skin  cleansers  also  use  a  cold  cream; 

□  Half  of  all  women  use  a  cleansing 
cream — the  others  soap  and  water. 

The  complete  Pond's  range  is  now: 
Pond's  Cold  Cream — the  longest  estab- 
lished product;  Pond's  Vanishing  Cream — 
a  non-sticky,  absorbent  cream  which 
blots  up  oil  during  the  day  as  it  is 
exuded  from  the  sebaceous  glands; 
Pond's  Lemon  Cream,  which  was  launch- 
ed in  the  Spring  of  1971  with  medium 
weight  promotion  to  the  young  market 
for      vanishing      cream.  Chesebrough 


Pond's  say  that  its  brand  share  is 
fluctuating;  Dry  Skin  Cream,  designed  to 
keep  the  skin  oil  balance  correct.  User 
profile  tends  towards  the  older  woman; 
Light  Moisturiser,  a  pre-make-up  cream 
(and  now  Pond's  Lemon  Cold  Cream, 
formulated  specially  for  girls  with  oily 
skins). 

Over  the  past  two  years  television 
advertising  has  been  centred  on  the  Cold 
Cream  and  the  Light  Moisturiser. 

Another  new  product,  launched  in  May 
this  year,  is  Dewy  Skin  Lotion  from 
Rimmel  International,  a  preparation  for 
dry  skins  for  use  before  make-up.  Dewy 
Skin  is  being  promoted  in  Rimmel's  full 
colour  advertisements  in  Vogue,  Woman's 
Own,  Woman's  Weekly  and  Woman  and 
will  be  also  incorporated  in  their 
"advice"  advertisements  on  skin  care. 

And  what  advice  can  one  give  the 
chemist  anxious  to  expand  his  share  of 
the  big  market  for  creams  and  lotions? 

To  stock  a  representative  selection  of 
the  brand  leaders,  in  the  various  cate- 
gories, obviously,  but  also  to  give  the 
skin  foods  particular  attention  and  to 
make  sure  that  beauty  counter  assistants 
can  talk  about  them  intelligently  to  cus- 
tomers  seeking  advice. 

How  much  emphasis  is  placed  on  these 
products  depends,  of  course,  on  your 
area  and  level  of  customers  but,  being 
more  expensive,  they  generally  bring  in 
better  returns  and  are  still  very  much 
the  chemist's  preserve,  the  only  real 
competitors  for  this  particular  segment 
of  the  market  being  the  departmental 
stores. 


/  understand  that  VAT  is  to  be  based 
upon  invoices.  Does  tliis  mean  ttiat 
all  my  invoices  must  be  sent  to  some 
tax  office  to  get  relief  for  VAT  wtiich 
I  pay?  This  would  be  a  monstrous 
task. 

VAT  is  technically  a  tax  upon  supply.  In 
order  to  obtain  relief  for  tax  paid  it  will 
be  necessary  to  obtain  a  VAT  invoice. 
The  method  adopted  will  be  to  complete 
a  quarterly  return  of  input  and  output 
taxes  paid  and  received,  the  difference 
being  paid  over  to  or  by — Customs  and 
Excise.  Invoices  must  be  carefully  filed 
and  retained  for  three  years  to  support 
relief  claimed. 

Pharmacists  seem  to  fall  into  several 
categories  for  VAT  purposes.  Does 
this  mean  that  my  takings  must  now 
be  analysed  over  these  different 
categories  please? 

If  it  were  possible  to  analyse  your  tak- 
ings in  this  way  this  might  be  very 
des'rable.  It  may  not,  however,  be  strictly 
necessary  since  it  is  expected  that  there 
will  be  a  number  of  special  schemes  for 
retailers  which  will  enable  them  to  make 
returns  based  upon  calculations  of  the 
various  proportions  of  their  inputs.  Even] 
so  it  appears  likely  that  there  will  bej 
considerable  complications  arising. 

A  pharmacist  seems  to  be  supply ingl 
goods  which  are  zero  rated  for  VATl 
when  supplied  on  prescription.  Otherl 
goods  and  sometimes  even  the  samel 
goods  will  be  standard  rate  goods.f 
There  is  a  further  complication  /nj 
that  the  supply  of  pharmaceutical]] 
services  (as  opposed  to  goods)  /sh 
exempt  under  the  VAT  legislation.  ; 
How  will  all  this  affect  records  and 
returns  of  pharmacists?  j' 
Goods  supplied  to  pharmacists  will  beli 
charged  with  VAT.  Where  they  are  sup-f> 
plied  by  him  or  prescription  he  willfj 
charge  no  VAT  and  will,  therefore,  re-j ; 
cover  the  VAT  paid  from  the  Customs: 
and  Excise.  If  he  has  any  considerablei 
service  activity  falling  under  the  exempt!  i 
category  his  chargeable  inputs  will  pro-n 
bably  be  required  to  the  be  apportioned  |  i 
accordingly.  Detailed  regulations  arej; 
expected  to  be  published  in  a  few  weeks.  || 


Photo  Notes 

Paterson  brochure 

The  latest  Paterson  brochure  now  avail- 
able, is  larger  than  previous  issues  and 
contains  full  details  of  the  range  of  dark- 
room equipment,  photochemicals,  lighting  j 
equipment,  transparency  viewers  and  other  [ 
items  introduced  recently.  The  cover  and  j 
illustrations  are  in  full  colour.  For  a  free  | 
copy,  write  to  Johnsons  of  Hendon  Ltd,  | 
Hendon  Way,  London  NW4,  indicating 
"Paterson  brochure". 
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Brushes  and  compacts 

Jackel  &  Co  Ltd,  Kitty  Brewster  Estate, 
Blyth,  Northumberland,  will  be  distributing 
from  mid-August  four  new  basic  styles  of 
Royal  Sweden  hairbrushes  in  a  choice  of 
black  pure  bristle  (£2-50)  in  white  and  gold 
cartons,  or  with  "an  improved  stiffer  quality 
of  the  mixture  containing  bristle  and  syn- 
thetic fibre  filling  used  before"  (£1-35)  in 
red  and  mauve  packs. 

The  four  main  styles  are  a  Ladies'  and 
Men's  club,  for  shorter  hair,  Ballerina  for 
long,  a  Semi-radial  twist,  recommended 
for  blow-drying  and  a  Semi-radial  styling 
brush  for  short  curly  styles.  There  will  be 
two  display  merchandisers  available  for  the 
range,  a  single-tiered  version  and  a  larger 
unit  to  be  used  either  as  a  double-sided 
stand  or  single-sided  with  back-up  stock. 

Jackel  will  also  be  distributing  from  the 
beginning  of  September  a  new  range  of 
Stratton  powder  compacts  under  the  Jac- 
quelle  label,  which  are  priced  between  £0-79 
and  £4-50  and  may  be  used  with  loose  or 
compressed  powder.  A  display  unit  holding 
12  packs  is  available  free  with  two  dozen 
assorted  compacts. 

Wotan  distribution 

All  trade  distribution  of  Wotan  projector 
lamps,  flash  bulbs  and  cubes  in  the  UK  is 
now  being  handled  by  Valiant  Engineering 
Co,  20  Lettice  Street,  London  SW6,  under 
the  control  of  newly  appointed  general  sales 
manager,  Mr  Ron  Pryor. 

Food  lieater  relaunch 

S.  Maw  &  Sons  Ltd,  Aldersgate  House, 
New  Barnet,  Herts,  are  relaunching  their 
baby  bottle  and  food  heater  (£2  50),  which 
is  said  to  have  an  improved  operating 
efficiency  and  style  and  has  been  modified 
to  take  either  the  slimline  or  wideneck 
bottle. 

Aldactide  in  500's 

G.  D.  Searle  &  Co  Ltd,  Lane  End  Road, 
High  Wycombe.  Bucks,  have  introduced 
a  500  tablet  pack  size  of  Aldactide  (trade 
price  £16-85)  in  addition  to  the  40  and 
100  packs. 

Discontinued 

Wander  Ltd,  42  Upper  Grosvenor  Street, 
London  WIXOAL  have  discontinued 
Novesine  (oxbruprocaine/benoxinate)  04 
per  cent  solution  and  substance.  The  pack 
of  100  Aminacyl  Sodium  (Sodium  Amino- 
salicylate B.P.)  L5g  cachets  is  also 
discontinued. 

New  look  for  seeds 

Carters  Tested  Seeds  Ltd,  Lower  Dee 
Mills,  Llangollen,  Denbighshire,  have 
changed  their  seed  packaging,  to  incorporate 
illustrations  of  the  various  plants  as  an 
incentive  to  the  gardeners.  In  addition. 


wherever  possible,  the  design  includes 
individual  blooms  to  show  the  colour 
variations,  and  in  all  cases  full  instructions 
are  given  in  terms  which  can  be  under- 
stood by  the  novice. 

Purchase  tax  removed 

Cuxson,  Gerrard  &  Co  Ltd,  Fountain 
Lane,  Oldbury,  Warley,  Worcs,  have 
announced  that  the  Customs  and  Excise 
have  determined  that  purchase  tax  is  not 
liable  to  be  paid  on  their  zinc,  starch  and 
talc  dusting  powder,  which  is  presented 
in  170g  drums  (£0-124). 

Stratton  mirrors 

Now  available  from  Stratton  wholesalers 
are  their  Eye-View  mirror,  in  a  choice  of 
eight  designs,  and  their  Mirror-Globe,  which 
is  of  a  semi-spherical  shape  and  like  the  Eye- 
View  is  priced  at  £1-20.  Distributors  are 
Laughton  &  Sons  Ltd,  Birmingham  B14  4RT. 

Test  purchasing  service 

Group  4  Store  Detectives,  Farncombe 
House,  Broadway,  Worcs,  have  launched  a 
test  purchasing  service  for  shops.  They 
define  a  test  purchase  as  "one  pair  of 
test  purchases  carried  out  consecutively 
by  two  trained  detectives  at  the  same 
point  of  sale".  Both  detectives  observe  till 
procedures  closely,  and  both  note  the  till 
readings  before  and  after  their  purchases. 
If  there  is  any  evidence  of  dishonesty  the 
customer  is  telephoned  immediately. 

One  litre  Wax 

Boots  Co  Ltd,  Thane  Road  West,  Notting- 
ham NG2  3AA  are  introducing  a  one- 
litre  dispensing  pack  of  Ivax  (trade  £2-95), 
in  addition  to  the  200ml  unit. 

Payot's  Amnioderm  additions 

Dr  Payot's  range  of  Amnioderm  bath  pro- 
ducts is  being  extended  with  the  introduc- 
tion of  a  gel  preparation  for  the  shower 
(£2-35).  It  cleanses  and  softens  the  skin 
and  is  packed  in  a  navy  blue  plastic  tube 
with  pouring  funnel  in  the  cap  and  a 
deodorant  spray  (£1-40)  also  in  navy  blue 
container  and  containing  no  alcohol.  Both 
items  are  due  on  the  counter  in  September 
from  Payot  Ltd,  139a  New  Bond  Street. 
London  Wl. 

Kemval  own  brand  expansion 

Unichem  Ltd,  Crown  House,  Morden, 
Surrey,  have  reported  that  initial  sales  of 
their  first  product  to  be  introduced  under  the 
current  policy  of  expansion  for  their  own 


brand,  Kemval,  have  been  highly  satisfactory. 
The  product  is  soft  pleated  cotton  wood 
(£016)  which  comes  in  packs  containing 
13ft,  nearly  Sin  wide  and  lin  thick.  At 
present  there  are  about  30  items  in  the 
range. 

Depth  Charge  in  sachets 

Scott  &  Bowne  Ltd,  50  Upper  Brook 
Street,  London  Wl,  have  launched  their 
foam  bath  additive.  Depth  Charge,  in  one- 
application  sachets  (£0-10). 

Change  of  capsule 

DDSA  Pharmaceuticals,  310  Old  Brompton 
Road,  London  SW5  9JQ  are  withdrawing 
existing  supplies  of  their  green  opaque 
Tropium  10  mg  capsules. 

The  company  are  making  available  as  a 
replacement  two-tone  green  and  white 
capsules,  size  number  four.  In  all  other 
respects  the  products  will  remain  unchanged. 

Home  brew  additions 

Two  new  'flavours'  (£0-80) — a  pale  ale  and 
a  brown  ale — have  been  added  to  the  Tom 
Caxton  home  brew  range,  which  already 
contains  a  bitter  and  lager  kit. 

Mr  Nick  Clarke,  Reckitt  &  Colman's 
senior  product  manager  on  Tom  Caxton 
explains:  "We  are  extending  the  range  as 
a  result  of  extensive  market  research". 
Supplies  are  available  from  Reckitt  & 
Colman  Food  Division.  Carrow.  Norwich, 


offers 


Antibiotics  &  Vitamins  Ltd.  Beresford 
Avenue,  Wembley.  Middlesex.  Oralcer  26 
invoiced  as  24  (extended  to  August  31). 

Potter  &  Clarke  Ltd,  9  Wellesley  Road, 
Croydon,  CR9  3LP.  Potter's  catarrh 
pastilles.  Special  bonus  from  August  1. 
Details  from  the  salesmen  or  wholesalers. 

William  R.  Warner  &  Co  Ltd,  Eastleigh, 
Hants  S05  3ZQ.  Anusol  cream.  Introduc- 
tory off'er  of  14  invoiced  as  12.  Acceptance 
of  this  bonus  entitles  the  retailer  to  the 
same  terms  for  any  Anusol  OTC  product. 
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Cosmetics  end  toiletries 

Fontare/  launches  make-up 
Fontarel  are  to  introduce  in  October  a 
range  of  make-up,  presented  in  grey  and 
white  packaging  with  silver  polka  dots. 

The  collection  will  comprise  foundation 
cream  (£0-75)  in  a  clear  glass  jar  in  light 
beige,  medium  beige  and  dark  beige;  trans- 
lucent powder  either  loose  (£0-95)  or  in  a 
small  white  and  silver  compact  (£0-60); 
cheeksticks  (£0-45)  in  Versailles,  providing 
a  subtle  pink  shading,  Marly,  a  rich  brown/ 
red,  and  Chantilly,  a  pink/red;  roll-on 
waterproof  mascara  (£0-75)  in  black  or 
brown;  non-streaking  cream  eye  shadow 
(£0-48)  in  a  tube  in  Blue,  Green,  Parma, 
Mordore  (pale  brown).  Dark  Brown  or 
Ivory;  and  lipstick  (£0-55)  in  a  silver  case 
and  available  in  a  choice  of  12  shades 
(Fontarel  Ltd,  Percival  House,  Pinner  Road, 
Harrow,  Middlesex  HAl  4HQ). 

Pickles  foot  care 

J.  Pickles  and  Sons  are  now  marketing  self- 
adhesive  felt  corn  rings  in  a  self  sealing 
cellophane  bag,  packed  in  an  attractive 
wallet  (£01 2).  There  are  nine  corn  rings 
to  the  wallet,  and  30  wallets  to  the  outer. 
Also  introduced  is  ROP  for  corns,  a  com- 
posite pack  consisting  of  one  tube  of  Pickles 
ointment  and  six  felt  self-adhesive  corn  rings 
(£0-25).  There  are  ten  packs  to  the  outer 
(J.  Pickles  and  Sons,  Pickles  House,  Church 
Lane,  Knaresborough,  Yorks). 

Just  lashes  from  Maybelline 

Just  l,ashes  are  the  name  of  the  new  range 
of  false  eyelashes  from  Maybelline  (£0  49). 
There  are  three  styles  of  the  real  hair 


lashes.  Teasers,  Flutterbyes  and  Flappers, 
all  of  which  are  available  in  black  or 
brown  and  are  presented  in  cellophane 
sleeves  (Maybelline  Eye  Cosmetics, 
Penarth  Street,  London  SEI5). 

Insect  repelling 

Lon  (UK)  have  introduced  an  insect  repel- 
lent aerosol  skin  spray  called  Repelesect 
(£0-70)  and  are  offering  a  bonus  of  12 
nvoiced  as  1 1  during  the  launch  period 
(Lon  (UK)  Ltd,  61  Sloane  Avenue.  London 
SW3  3DM). 

Quickies  cologne 

Associated  Products  are  introducing 
Quickies  Q.C.  Cologne  tissues  (£0-22)  in 
cartons  of  12  instead  of  the  usual  10  and 
recommend  for  instant  cleansing  of  the 
face  and  hands  (Fassett  &  Johnson  Ltd. 
19  Radford  Crescent,  Billericay,  Essex). 

Indian  Summer  fragrance 
Houbigant  are  to  launch  to  the  public  in 
September  their  Indian  Summer  fragrance, 
which  will  be  available  in  15cc  eau  de 
parfum  (£0-45),  7-5g  parfum  spray  (£I-60). 
28g  eau  de  toilette  spray  mist  (£1-20),  70g 
Cologne  spray  (£2-20),  160cc  Cologne  (£3), 
I40g  talc  (£0-60)  and  169g  dusting  powder 
(£1-75). 

The  introduction  will  be  backed  by  full 
colour  full  page  advertisements  in  Honey, 
Cosmopolitan.  19  and  She  between 
October  and  December  in  conjunction  with 
the  company's  campaign  for  Chantilly  and 
Quelque  Fleurs  in  the  same  publications 
and  Vogue,  TV  Times  and  the  Sunday 
Times  Colour  magazine.  There  will  also 
be  bonus  terms  to  the  trade  of  an  initial 
5  loz  spray  mists  free  and  discounts  for 
sales  of  over  £39  rsp  value  and  point  of 
sale  material  (Houbigant  Ltd,  Salbrook 
Road,  Salfords,  Redhill,  Surrey). 

Hospital 

Two  dried  culture  media 
Wellcome  Reagents  Ltd  announce  the 
introduction  of  two  dried  bacteriological 
culture  media :  Wellcotest  Blood  Agar 
Base  and  Wellcotest  Nutrient  Broth. 
Those  join  Sensitivity  Test  Agar  to  give 
a  range  of  three  dried  culture  media  in 
addition  to  their  range  of  ready  prepared 
media. 

Blood  Agar  Base  is  a  general  purpose 
medium  suitable  for  the  cultivation  of 
both  non-fastidious  and  fastidious  micro- 
organisms. It  is  supplied  in  packs  of  lOOg 
and  1  kilo. 

Nutrient  Broth  (dried)  has  been  specially 
formulated  to  support  the  growth  of  very 
small  quantities  of  a  wide  variety  of  micro- 
organisms including  the  more  fastidious 
pathogens.  It  is  supplied  in  lOOg  jars. 

To  meet  the  requirements  of  the  large 
user.  Sensitivity  Test  Agar  is  now  avail- 
able in  1  kilo  as  well  as  lOOg  packs  (Well- 
come Reagents  Ltd,  Langley  Court. 
Beckenham,   Kent  BR3  3BS). 

Sundries 

Tiffany  tights 

Three  ranges  of  Tiffany  tights  are  now 
available  to  the  trade,  all  in  one  size  up 
to  42in  hip  and  in  micromesh  or  run  resisi. 
The   Popular   collection   (£0-25  micro- 


mesh, £0-277  run  resist)  come  in  Honey, 
Caramel,  and  Sweet  Pepper,  the  Classic 
(£0-32+  micromesh,  £0-374  run  resist)  in 
Candy,  Brandy,  Bronze,  Carousel  and 
Black  and  the  Coloured  (£0-30  micromesh, 
£0-324  run  resist)  in  Delft  Blue,  Lavender, 
Mahogany,  Burgundy,  Navy,  Silver  Grey, 
White  and  Cream.  The  Extra  version  for 
a  42in  to  54in  hip  comes  only  in  Honey 
and  Coffee  run  resist  (£0-45).  The  packs 
all  incorporate  see-through  windows  and 
are  supplied  with  a  self-service  stand  on 
free  loan  for  initial  orders  of  six  dozen  or 
more  (Tiffany  Tights  Ltd,  3  Quex  Road, 
London  NW6). 

Photographic 

Paterson  film  clip 

Paterson  have  now  introduced  a  film  clip 
(£0.18)  which  employs  a  unique  method  of 
holding  the  film.  Two  small  stainless 
steel  pins  pierce  the  film  cleanly  by  spring 
pressure  holding  it  positively  with  no 
possibility  of  slipping,  avoiding  buckling, 
and  also  preventing  water  from  being 
trapped  between  the  jaws. 

The  Paterson  clip  is  made  of  grey 
ABS  plastic  and  the  strong  piercing  action 
is  provided  by  a  moulded  acetal  resin 
spring.  One  side  is  extended  to  form  a 
standard  type  hook  for  hanging  and  both 
sides  have  a  matt  panel  on  which  pro- 
cessing data  or  film  identity  information 
may  be  pencilled.  The  cut-away  shape 
of  the  jaws  allows  the  edge  of  the  film 
to  be  seen  so  that  the  pins  can  be  accur- 
ately positioned  on  narrow  rebates.  The 
clip  is  also  ideal  for  attaching  to  the 
bottom  of  films  to  hold  them  straight 
during  drying.  The  clips  are  packed  in 
sets  of  six  on  an  attractive  display  card 
with  perforations  which  allow  each  clip 
to  be  removed  in  its  individual  trans- 
parent blister  (Paterson  Products  Ltd 
32   Bedford   Row,  London  WCIR  4JG). 

Leaflet  for  Soligor  auto  lenses 

Mayfair  Photographic  offer  a  range  of 
built-in  mount  Automatic  Soligor  lenses, 
model.  To  this  range  has  recently  been 
added  a  21mm  ultra-wide  angle  and  two 
new  zoom  lenses  90-190mm  and  70-235 
lenses.  A  leaflet  gives  full  details  including 
angle  of  view,  filter  size,  closest  focus, 
number  of  elements,  magnification  and 
recommended  retail  selling  price.  Supplies 
are  available  from  (Mayfair  Photographic 
Suppliers  (London)  Ltd,  Hempstalls  Lane, 
Newcastle,  Staff's.  ST5  OSW). 

Carrying  cases 

Three  hard-wearing  camera  carrying  cases 
for  maximum  protection  and  ease  of 
transport  are  available  from  Yashica. 
Finished  in  black  with  chromium-plated 
clip-lock,  internal  partitioning  allows  for 
storage  not  only  of  a  camera,  but  of 
accessories  and  films. 

The  Yashica  Electro  35  kit  case 
(£10-54)  accommodates  the  Electro  35 
GS  or  GTS  camera,  auxiliary  telephoto 
and  wide-angle  lenses  plus  viewfinder. 
grip  and  tripod  ST7,  filters  lens  hood, 
cable  release  and  black  soft  leather  ever- 
ready  camera.  The  hiinged  drop-front 
allows  easy  access.  The  Yashica  SE  III 
case  (£11-57)  has  the  hinged  drop-front 
Continued  on  p.  142 
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give  them  20  per  cent  more  and  it  won't  hurt  a  bit 


Relief  from  pain  isstrongerand  swifter  with  Veganin  because 
it  contains  20  per  cent  more  codeine  than  Tab. Codeine 
Co.  Inclusion  of  aspirin  and  paracetamol, with  nophenacetin 
in  the  formulation,  provides  an  analgesic  tablet  you  can 
confidently  recommend. 

Veganin 


Each  tablet  contains:  j 
aspirin  250  mg.,  paracetamol  250  mg.,  codeine  phosphate  9.58  mg.  I 
Full  information  is  available  on  request  I 
William  R.  Warner  &  Co.  Ltd.,  Eastleigh,  Hampshire.  Telephone:  Eastleigh  3131,  • 

I 
t 


a  chemist  only  product 
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and  is  for  any  of  the  Yashica  cine 
cameras  Super  800E,  600E,  or  60E.  The 
Yashica  LD-6  case  (£11-57)  weighs  21b 
lOoz.  Besides  the  camera,  extra  film 
cartridges  and  accessories  can  be  accom- 
modated. In  common  with  the  other  cases, 
there  is  a  hinged  drop-front  to  simplify 
storage  and  removal  of  equipment 
(Photax,   Eastbourne,  Sussex). 

Household 

Indoor  insecticide 

An  insecticide  designed  for  indoor  plants 
has  been  introduced  by  Carters.  Presented 
in  a  4oz  aerosol.  Carters  houseplant 
insecticide  (£0-24)  contains  pyrethum  and 
lindane  to  kill  a  number  of  pests  including 
greenfly,  aphids.  leafhoppers  and  thrips, 
but  is  harmless  to  pets  and  humans 
(Carters  Tested  Seeds  Ltd,  Lower  Dee 
Mills,  Llangollen.  Denbighshire). 


PRESGRIPTION 
SPECIAUniS 

SOLU-MEDRONE  Mix-O-Vial 

Manufacturer  Upjohn  Ltd,  Fleming  Way, 
Crawley,  Sussex 

Description  Dry  white  crystalline  powder  and 
diluent  in  Mix-O-Vials  containing  methyl- 
prednisolone  sodium  succinate  40mg,  125mg 
or  500mg 

Indications  Where  a  rapid  and  intense  corti- 
costeroid effect  is  required 
Contraindications    Herpes    simplex  keratitis, 
acute  psychoses,  and  latent  healed,  or  active 
tuberculosis 

Dosage  The  solution  is  suitable  for  intra- 
venous,     intramuscular      and  intra-rectal 
administration  (see  Data  Sheet) 
Precautions  Those  for  the  systemic  use  of 
corticosteroids 

Notes  For  intravenous  infusion  the  initial 
solution  may  be  further  diluted  by  the  addi- 
tion of  water  for  injection,  5  per  cent 
dextrose,  isotonic  saline  or  5  per  cent  dextrose 
in  isotonic  saline 

Shelf  life  Two  years  at  room  temperature. 
The  prepared  solution  retains  its  potency  over 
at  least  48  hours  at  room  temperature 
Packs  Of  40mg  in  1ml  (£0-50  trade),  125mg 
in  2ml  (£1-50),  500mg  in  7-7ml  (£5) 
Supply  restrictions  TSA 
ls.sucd  July  1972 

ANUSOL  cream 

Manufacturer  William  R.  Warner  &  Co  Ltd. 
Eastleigh,  Hants  S05  3ZQ 
Description  White,  water-miscible  cream  con- 
taining in  lOOg:  zinc  oxide  10-75g,  bismuth 
oxide  214g,  resorcinol  0-875g,  balsam  Peru 
l-80g  and  benzylbenzoate  l-20g 
Indications   Palliative   treatment   of  internal 
and  external  haemorrhoids,  pruritus  ani  and 
other  associated  ano-rectal  conditions 
Contraindications    History    of   sensitivity  to 
any  of  the  constituents  of  Anusol 
Method  of  use  To  be  applied  to  the  anal 
area  night  and  morning,  after  defaecation  or 
as    required.    For    internal    application  the 
plastic  rectal  nozzle  provided  should  be  used 
Precautions  If  rectal  bleeding  or  the  haemorr- 
hoidal  condition  persists  use  should  be  dis- 
continued and  further  medical  advice  sought 
Storage  In  a  cool  place 
Pack  Tube  of  23g  (£01 6i  trade) 
Issued  July  1972 


Recital  mystery  shoppers 

During  August  and  the  first  half  of 
September,  mystery  shoppers  will  be  call- 
ing on  retail  pharmacies  and  giving  away 
prize  money  totalling  £5,000  to  assistants 
and  proprietors/managers. 

The  cash,  presented  as  premium  bonds 
will  be  awarded  on  the  basis  of  £3  for 
recommending  a  Recital  hair  product, 
answering  two  questions  from  the  new 
booklet  for  a  further  £2,  and  showing  the 
booklet  for  a  further  £1.  The  manager 
will  also  receive  £5  if  Recital  is  featured 
in  a  display. 

The  distribution  of  the  Recital  booklet, 
which  gives  general  information  on  the 
process  of  hair  colouring  as  well  as  about 
the  product,  follows  the  series  of  evening 
seminars  held  by  L'Oreal  in  May,  which 
is  to  be  repeated  in  October  (Golden  Ltd, 
Berkeley  Square  House,  Berkeley  Square, 
London  Wl). 

The  Olympics 

□  Savlon 

Savlon  cream  and  liquid  have  been  sup- 
plied to  the  British  Olympic  cycling  team 
for  their  use  at  Munich  during  the 
August  Games  (Imperial  Chemical  Indus- 
tries Ltd,  Pharmaceuticals  Division, 
Alderley  Park,  Macclesfield,  Cheshire). 

□  British  Weleda 

The  British  Olympic  Association's 
physiotherapist  has  ordered  six  bottles  of 
British  Weleda's  massage  balm  and  the 
same  number  of  their  Arnica  lotion  and 


Winner  of  Miss  Pears  1972  competition 
was  Louise  Payne,  aged  3^  years,  wlio 
comes  from  Walton-on-Thames,  Surrey. 
Louise  is  shown  here  after  the  crown- 
ing ceremony  performed  by  l^r  Bernard 
Dunstan,  RA,  who  has  been  commis- 
sioned by  A.  &  F.  Pears  Ltd,  sponsors 
of  the  competition^  to  paint  her  portrait 
later  this  year.  There  were  over  70,000 
entries  for  the  competition,  the  winner 
of  which  receives  £500  pfus  a  portrait 
in  pastefs 


ointment  to  treat  sprains,  strains  and 
bruises  at  the  Olympic  Games  next  month. 
The  latter  preparation  was  used  by  the 
British  bobsleigh  team  during  the  winter 
Olympics  earlier  this  year  in  Sapporo, 
Japan.  The  company  are  also  sending  each 
British  girl  competitor  in  Munich  a  jar  of 
Creme  Helvetique,  and  each  man  a  bottle 
of  Wild  herb  hair  lotion  (British  Weleda 
Co  Ltd,  Littlehurst,  East  Grinstead, 
Sussex). 

□  Lacto  Calamine 

Crookes  Anestan  are  again  supplying  the 
British  team  with  Lacto  Calamine  for  sun 
protection  and  relief. 

In  preparation  for  the  Games,  the  pro- 
duct is  already  in  the  possession  of  long 
distance  cohipetitors  currently  undergoing 
high-altitude  training  in  St.  Moritz.  In 
addition,  yachtsmen  at  Kiel  are  already 
benefiting  from  the  product  (Crookes 
Anestan  Ltd,  1  Thane  Road  West, 
Nottingham). 

Cuticura  for  the  summer 

Cuticura  are  currently  running  two  boosts 
to  the  consumer.  With  each  box  of  Ayds 
comes  a  free  copy  of  the  Corgi  mini-book 
Shape  up  to  Beauty,  by  Helen  Speed  (value 
£0-20)  and  with  each  large  size  Cuticura  talc 
is  a  4|p  sachet  of  their  mildly  medicated 
shampoo. 

The  talc  is  being  promoted  throughout  the 
summer  in  Woman  and  Woman's  Own  and 
both  drives  are  being  backed  by  bonus 
terms  to  the  trade  of  12  invoiced  as  11 
(Cuticura  Laboratories  Ltd,  Maidenhead, 
Berks). 

Baby  incentives 

Maws  are  currently  giving  away  to  the 
consumer  a  Terry  square,  worth  £020 
with  each  pack  of  Nappiclene  and  25 
nappy  liners  (£0  51).  The  company  are 
also  offering  an  extra  trade  bonus  on 
orders  from  reps  of  Tufty  tails.  Tufty 
pants,  baby  lotion,  baby  oil,  baby  bath- 
care,  junior  shampoo,  supple,  junior  anti- 
septic cream  and  K  lens  (S.  Maw  &  Sons 
Ltd,  Aldersgate  House,  New  Barnet, 
Herts). 

Grandmothers  Day 

Sunday,  October  15  will  be  the  second 
Grandmothers  Day  to  take  place  in  this 
country  and  according  to  the  sponsoring 
committee,  additional  promotional  sup- 
povi  has  been  gained  from  interested 
parties,  including  manufacturers  of  per- 
fumes and  toiletries.  Plans  are  currently 
being  made  for  the  production  of  point 
of  sale  material  (Special  Days  Promotion 
Committee,  35  Wellington  Street,  London 
WC2). 

Offer  trio  from  Polaroid 

For    the    holiday    period,    Polaroid  are 
running  three  gifts  plus  purchase  offers 
to  the  consumer.  With  each  purchase  of 
two  Type   108  or  two  Type  88  colour 
films,  there  is  a  pair  of  sunglasses  on  a  \ 
minimum  order  of  50  of  each,  as  well  as  \ 
a   5   per  cent  allowance  on   each  case  i 
quantity  if  the  retailer  participates  in  local  ii 
advertising. 

Offer  number  two  consists  of  a  free  88 
film  with  either  a  Square  Shooter  2  or 
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Colorpack  80  with  back  up  advertising  by 
the  retailer  if  desired,  and  the  third  gives 
the  retailer  two  108  colour  films  with  each 
Big  Shot  camera  order,  which  he  can 
either  use  for  demonstration  purposes  or 
pass  on  to  the  customer  (Polaroid  (UK) 
Ltd,  Rosanne  House,  Welwyn  Garden 
City,  Herts). 

Syntex  for  beauty  queens 

Syntex  are  presenting  sets  of  their  skin 
care  range,  comprising  a  day  protecting 
cream,  a  night  nourishing  cream,  cleanser 
and  freshener,  to  finalists  in  a  number  of 
beauty  competitions  held  at  coastal  resorts 
this  summer.  Among  the  contestants  are 
Miss  Brighton,  Miss  Bognor  Regis,  Miss 
Isle  of  Wight,  Miss  Margate  and  the 
Swanage  Carnival  Queen  (Syntex  Pharma- 
ceuticals Ltd,  St  Ives  House,  St  Ives  Road, 
Maidenhead,  Berks). 

Dual  Ostermilk  drive 

Increased  sales  of  Golden  Ostermilk  by 
pharmacists  should  result  from  the  cur- 
rent promotion  being  operated  through 
hospitals. 

New  presentation  boxes,  containing  a 
3-fOZ  starter  pack,  a  4oz  Cannon  babysafe 
feeding  bottle  and  a  mixing  chart,  are 
being  offered  to  hospitals  which  do  not 
use  the  product,  but  are  willing  to  recom- 
mend it  through  passing  these  packs  on 
to  mothers. 

Those  mothers  leaving  a  hospital  that 
does  use  the  milk,  will  be  given  an  orange- 
coloured  wallet  containing  a  mixing  chart 
and  leaflet  with  3p  off  voucher  redeem- 
able against  the  next  purchase  from  a 
chemist  (Glaxo  Laboratories  Ltd,  Green- 
ford,  Middlesex). 

Bisks  merchandiser 

A  display  merchandiser  for  Bisks  choco- 
late is  now  available  to  retailers.  Made  of 
cardboard  with  full-colour  headboard  and 
wood  grained  sides,  it  will  hold  six  milk 
and  six  plain  chocolate  biscuit  "twos",  one 
dozen  each  of  milk,  plain,  hazelnut  and 
fruit  and  nut  chocolate  bars  and  six 
orange  wafers. 

This  follows  the  new  packaging  for  all 
Bisks  products,  which  has  been  phased  in 
over  the  past  few  months  and  conforms  to 
the    Food    Labelling    Act,    coming  into 


The  darker  skinned  members  of  the  com- 
munity have  received  considerable  atten- 
tion from  the  cosmetics  industry  recently. 
Following  Outdoor  Girl's  introduction  of 
their  Tawny  Range  (C&D  April  15,  p  523), 
two  more  companies  have  announced  pro- 
ducts for  this  sector  of  the  market — Max 
Factor  and  Afro  Girl  Cosinetics  Ltd.  As 
the  name  suggests  the  latter  was  set  up 
exclusively  to  handle  the  new  range,  and 
is  run  by  pharmacists,  Mr  M.  Berg  and 
Mr  M.  D.  Jacobs,  from  77  Lower  Clapton 
Road,  London,  E.5. 

First  to  arrive  from  Afro  Girl  are  solid 
powder  (£0-621),  liquid  foundation 
(£0-55),  lipstick  (£0  45)  and  medicated  skin 
balm  (£0-45),  all  of  which  are  claimed  to 
be  among  the  most  sought  after.  The 
colour  coding,  Afro  Tones  No  1,  2,  and 
3  applies  to  all  except  the  skin  balm, 
which  comes  in  the  medium  shade  of  the 
foundations  only.  Other  introductions  to 


force  on  January  1,  1973.  Full  information 
on  net  weight,  the  constituents  and  calor- 
ies is  shown  on  the  outside.  (Fisons  Ltd, 
pharmaceutical  division,  12  Derby  Road, 
Loughborough,  Leics). 


Mennen  at  Brands  Hatch 

Mennen  and  their  product  Protein  21 
were  sponsors  of  the  main  event  at  the 
recent  Oxfam  Trophy  motor  race  meeting 
at  Brands  Hatch  recently.  This  race  gave 
the  pit  team  the  opportunity  also  to  win 
prizes  for  mechanical  tasks  performed 
while  the  race  was  underway  (Mennen 
(L'K)  Ltd,  Station  Road,  Marlow,  Bucks). 

New  approach 

A  new  approach  to  promoting  groups  of 
products  is  now  being  launched  by  an 
organisation  called  Marketplan  (UK)  Ltd. 
This  involves  distributing  six-page  full- 
colour  leaflets  door-to-door  on  a  specific 
topic  and  including  general  editorial  to 
back  advertising. 

Next  spring  it  is  planned  to  circulate  to 
10  million  homes  a  leaflet  devoted  to 
slimming  and  one  to  beauty  products 
(Marketplan  (UK)  Ltd.,  52  High  Street. 
Esher,  Surrey). 

£50,000  for  Calgon  relaunch 

An  expenditure  of  £50.000  is  being  allo- 
cated to  the  Press  and  television  campaign 
to  back  the  relaunch  in  a  new  packaging 
of    Calgon,    the    water    softener  and 


come  include  nail  varnish,  eye  shadow, 
mascara  and  face  blusher. 

Max  Factor's  contribution  in  this  direc- 
tion is  in  the  form  of  three  new  shades  of 
Hi-Fi  fluid  make-up.  Cafe  Gold,  Cafe 
Honey  and  Cafe  Bronze  with  the  com- 
plimentary Deep  Gold,  Deep  Honey  and 
Deep  Bronze  shades  of  Creme  puff.  The 
lightest  are  the  Gold  shades,  which  are 
recommended  for  the  olive  colouring  of 
the  Asiatic  and  Oriental  as  well  as  the 
lighter  .African  and  West  Indian.  The 
Honey  shades  are  designed  for  the  medium 
skinned  and  Bronze  for  deep  brown. 

Supplies  are  available  from  Max  Factor 
Ltd,  16  Old  Bond  Street,  London 
WIX  4BP. 

Both  ranges  are  also  suggested  by  their 
manufacturers  as  being  suitable  for  the 
European  wishing  to  retain  a  tanned 
complexion. 


laundry  conditioner.  Packs  continue  to  be 
12oz,  2ilb  and  71b. 

As  well  as  appearing  in  women's  maga- 
zines, national  daily  and  Sunday  news- 
papers and  the  Daily  Telegraph  and 
Sunday  Times  colour  supplements,  there 
will  be  a  six-week  campaign  on  Southern 
television  from  July  31  to  September  10. 

The  company  assert  that  65  per  cent  of 
all  homes  in  the  UK  are  in  hard  or 
medium  water  areas,  mainly  in  the 
southern  part  of  the  country  (Albright  & 
Wilson  Ltd,  1  Knightsbridge  Green, 
London  SWl). 


DN  TV  NEXT  WEEK 

ill  mil  I  III  I   III  I  I  I    II    II I    I     I       III  iiM 

Ln  =  London;  M  =  Midland;  Lc  =  Lancashire; 
Y  =  Yorkshire;  Sc  =  Scotland;  WW  =  Wales 
and  West;  So  =  South;  NE  =  North-east;  A  = 
Anglia;  U  =  Ulster;  We  =  Westward;  B  = 
Border;  Q  =  Grampian;  E  =  EIreann;  CI  •> 
Channel  Islands. 

All  Fresh:  Ln,  M,  WW,  So,  We,  B,  CI 

Andrews  Liver  Salt:  All  except  U,  E 

Aquasll:  So 

Calgon:  So 

Cool:  Ln,  WW,  So 

Clynomyn:  So 

Close-up:  All  except  E 

Eno:  Ln,  M,  Lc,  Sc,  WW,  So,  U 

Foot  Guard:  So 

Harmony  Protein  Plus:  All  except  E 

Kleenex:  All  except  E,  CI 

Lucozade:  All  except  E,  CI 

Poligrip:  M,  Lc,  Y,  Sc,  So.  NE,  G,  CI 

Rennies:  All  except  U  E 

Right  Guard:  All  except  E 

Sellers:  All  except  Y,  We,  B.  E.  CI 

Shield:  All  except  E 

Sunsrik  hairspray:  All  except  E 

SR:  All  except  E 

TCP  liquid:  All  except  E,  CI 

Twice  as  Lasting:  All  except  CI 

Vaseline  balanced-care  shampoo:  All 

except  E 
Vosene:  All  except  E 
Zoflora:  M,  Lc,  Y,  NE,  U 
Zubes  honey  and  lemon  sweets:  M, 

WW,  So 


Making  up  darker  skins 
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The  new  "Martindale" 


Where  else,  in  the  English  speaking  world, 
would  one  find  a  reference  book  on  drug 
preparations  so  catholic  in  its  range  of  entries 
as  to  encompass  the  whole  gamut  of  medi- 
cines from  Cobalt  58  labelled  cyanocobalamin 
to  Dr  Williams  Pink  Pills?  Herein  lies  both 
the  strength  and  the  weakness  of  Martin- 
dale's  Extra  Pharmacopoeia;  its  strength  in 
that  it  can  justifiably  claim  to  be  the  world's 
most  comprehensive  guide  to  drugs  and 
medicines;  its  weakness  in  that  it  places  an 
almost  impossible  burden  on  the  shoulders 
of  the  editorial  staff. 

It  should  be  said  at  the  outset  that  the  26th 
edition  is  a  creditable  successor  in  the  long 
line  that  stretches  ba:k  to  William  Martin- 
dale's  first  edition  in  1883.  The  editorial 
staff  have  met,  with  distinction,  the  for- 
midable challenge  to  which  the  preface  refers. 
Bjt  inevitably,  one  must  now  question 
whether  Martindale's  approach  can  still  be 
sustained  in  the  face  of  pharmaceutical  and 
therapsutic  innovation  today.  Is  it  still 
possible  to  produce  in  a  single  volume  "a 
complete  reference  library  and  an  extensive 
filing  system"  ? 

Martindale  presents  the  editorial  staff 
with  two  major  problems.  There  is  first  the 
daunting  problem  of  how  to  present  the  mass 
of  information  in  the  major  part  of  the  book 
devoted  to  monographs  on  drugs  and 
ancillary  substances  (Part  1).  In  Martindale's 
day,  the  author  could  start  comfortably  with 
Acacii  and  systematically  work  his  way 
through  to  Zingiber.  The  modern  com- 
plexity of  drug  therapy  makes  such  an 
approach  difficult  to  sustain. 

In  the  present  edition,  some  attempt  has 
been  made  to  group  the  2,837  monographs 
more  logically.  Whereas  the  number  of 
pages  has  increased  by  some  500,  the  number 
of  chapters  has  in  fact  been  reduced.  Acacia 
now  yields  pride  of  place  to  Adrenaline  and 
Other  Sympathomimetics  and  appears  later 
in  the  book. 

Even  so,  the  grouping  of  drugs  into 
chapters  is  based,  somewhat  unhappily,  on 
therapeutic,  chemical  or  pharmaceutical 
considerations.  It  could  be  argued  that  this 
is  justified  in  a  book  covering  such  a  wide 
range  of  substances.  However,  there  appears 
to  be  little  logic  in  having  a  separate  chapter 
on  Hypnotics  and  Tranquillizers  whilst 
tric/c'ic  antidepressant  drugs  are  hidden 
coyly  in  a  chapter  entitled  Phenelzine  and 
sorm  other  Antidepressants.  Similarly,  while 
the  chapter,  Dermatological  Agents,  no 
longer  appears  under  the  main  heading  of 
Sulphur,  it  still  does  not  include  important 
topical  medicaments  such  as  the  fluorinated 
steroids.  These,  let  it  be  said,  are  very 
adequately  covered  in  the  chapter  entitled 
Corticosteroids. 

A  perhaps  more  serious  difficulty  pre- 
sented by  Martindale  is  imposed  on  the 
editorial  staff  by  the  technicalities  of  pro- 
ducing a  book  of  such  a  size  and  the  time 
limitations  necessarily  involved  in  preparing 
the  manuscript  and  printing  the  material. 
The  present  authors  are  to  be  congratulated 
on  including  references  to  the  literature  as 
recent  as  1971.  The  chastening  thought 
which  the  editor  must  faee,  however,  is  that 
Martindale  will  now  remain  frozen  for 
another  five  years.   Is  this  not  the  time  to 


consider  a  completely  changed  format 
enabling  individual  sections  to  be  more 
frequently  revised  whilst  leaving  the  sections 
on  older  drugs  unchanged? 

Despite  these  criticisms,  Martindale  re- 
mains a  unique  publication  which  will  find  an 
essential  place  on  the  bookshelves  of  prac- 
tising pharmacists  whatever  their  field  of 
work.  The  monographs  in  Part  I  have  not 
only  been  thoroughly  revised  and  brought  up 
to  date  but  have  been  further  extended  to 
include  useful  information  on  the  absorption 
and  metabolic  fate  of  many  drugs. 

The  remainder  of  the  book  follows  very 
closely  the  style  of  the  previous  edition. 
Part  2  is  devoted  to  Supplementary  Drugs  and 
Ancillary  Substances  in  which  are  included 
new  up-and-coming  drugs  together  with 
reminders  of  an  older  age  in  pharmacy. 


Part  3  continues  to  provide  the  Formulas 
of  Proprietary  Medicines.  Here,  apart  from 
the  famous  Pink  Pills,  one  can  find  the 
composition  of  such  hardy  perennials  as 
Blanchard's  Pills  and  Veno's  Cough  Mixture 
together  with  their  modern  counterparts- 
This  section  of  Martindale  acquires  in 
creasing  importance  when  self  medication 
may  be  a  complicating  factor  in  drug  treat- 
ment. 

Finally,  one  comes  to  the  two  indices  to 
the  book.  First,  the  Index  to  Clinical  Uses 
which  does  much  to  offset  the  problems  o 
presentation  and  secondly,  the  general  index 
which,  because  of  its  detail  makes  Martindale 
a  manageable  book  to  use. 

J.  W.  Hadgraft  FRS,  FRIC 

Martindale — The     Extra  Pharmacopoeia 
Twenty  sixth  Edition.    The  Pharmaceiiiicat 
Press,  17  Bloomsbury  Square,  London  WCl 
9ix6iin,  2320  pp.  £14. 


Significant  water  loss  from  eye  drop  solutions 


By  B.  Mottershead,  chief  pharmacist, 
The  Friarage  Hospital,  Northallerton 

During  a  series  of  comparative  storage 
tests  of  BPC  eye  drops  stored  in  eye 
dropper  bottles  with  silicone  rubber  teats 
and  in  polyethylene  dropper  bottles  the 
former  appeared  to  increase  in  concentra- 
tion over  a  period  of  two  years  to  about 
200  per  cent  of  the  nominal  concentration. 

The  full  significance  of  that  was  not 
appreciated  until  sometime  later  when 
eye  drops  in  bottles  with  silicone  teats 
were  observed  to  be  much  lower  in  volume 
than  others  with  black  India  rubber  teats. 
It  then  became  clear  that  water  was  being 
lost  by  evaporation,  possibly  by  water 
vapour  diffusing  through  the  silicone 
rubber. 

Accelerated  tests  were  set  up  to  investi- 
gate this  as  follows.  Six  eye  drop  bottles 
with  black  India  rubber  teats  and  six  with 
silicone  rubber  teats  each  containing 
lOmls  of  water  were  accurately  weighed 
and  were  then  kept  in  an  incubator  at 


40°C  for  a  period  of  approximately  five 
months.  The  bottles  were  weighed  at  inter 
vals  during  this  time.  The  mean  initia 
and  final  weights  of  each  series  is  shown 
in  the  table.  The  graph  shows  the  rate  of 
loss  of  water  by  evaporation. 
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silicone  black  India 

rubber  teats  rubber  teatsf! 

Mean  initial  weight  51-213g  50  077g 

Mean  final  weight    47-456g  49-691g 

Mean  loss                3-757g  0-386g 

The  results  confirmed  suspicions  that 
there  is  a  high  loss  of  water  from  bottles 
with  silicone  teats.  The  mechanism  by 
which  vapour  is  lost  has  not  been  investi- 
gated but  the  seals  appeared  to  be  good 
in  each  series  and  as  thin  membranes  ol 
silicone  rubber  are  used  for  dialysis  it  is 
suspected  that  the  loss  is  through  the 
rubber  itself. 

Many  BPC  eye  drops  are  formulated' 
with  benzalkonium  chloride  as  the  preser-i 
vative  and  the  silicone  rubber  teat  was| 
introduced  because  of  the  incompatabilityi 
between  India  rubber  and  that  preserva- 
tive. This  incompatability,  however,  does 
not  appear  to  be  of  any  serious  con- 
sequence other  than  causing  a  slight 
weakening  of  the  teat  causing  a  few  to 
blow  out  on  sterilisation.  i 

It  is  possible  that  with  the  silicone  teat^ 
there  may  be  a  loss  or  gain  in  volume 
during  the  sterilising  process  but  eye| 
drops  prepared  in  the  author's  departmeni 
have  always  complied  with  BPC  standards, 
so  presumably  the  high  saturation  of  waten 
vapour  at  each  surface  of  the  teats  pre- 
vents such  a  net  loss  or  gain. 

Shaw  el  aV  in  a  similar  series  of  test^ 
at  room  temperature  found  that  silicone 
rubber  gave  considerable  losses  of  water 
They  also  examined  a  butyl  rubber  tea' 
which  showed  negligible  losses. 

In  view  of  the  possible  increase  in  con- 
centration of  eye  drops  on  storage  it  is 
questionable  whether  the  silicone  rubber 
teat  has  any  advantage  and  it  is  felt  that 
further  investigation  is  required  into  thif 
phenomenon. 
Reference 

'  Journal  of  Hospital  Pharmacy,  April  1972,  p  108 
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COMMENT 


Dental  health  and  the  pharmacist 

A  large  section  of  the  community  is  ignorant  of  the  benefits 
of  dental  health.  It  is,  say  the  British  Dental  Health  Foun- 
dation, as  if  the  mass  of  the  population  is  prepared  to 
sacrifice  its  teeth  "without  question" — accepting  that  decay 
and  tooth  loss  are  inevitable. 

This  is  a  surprising  indictment  by  the  Foundation, 
formed  recently  to  meet  the  need  for  a  "planned  co- 
ordinated, powerful  and  continuous  campaign  to  make  the 
public  aware  of  the  benefits  that  could  arise  from  a  new 
attitude  to  dentistry  and  dental  health."  It  is  an  area 
where  the  pharmacist  has  much  to  contribute,  and  there 
should  be  a  link  between  the  Foundation  and  pharmacy 
to  ensure  the  public  can  be  made  aware  of  the  preventive 
treatment  currently  available. 

For  example  it  has  been  pointed  out  that  topical  fluor- 
ides could  reduce  dental  caries  in  children  by  at  least  half, 
and  the  use  of  such  compounds  provides  probably  one  of 
the  fastest  methods  of  dealing  with  the  problem.  On  plaque 


removal  to  reduce  caries  and  gum  disease  generally,  the 
Foundation  refers  to  the  use  of  inter-dental  stimulators 
and  the  correct  brushing  of  teeth  and  gums.  Over  the 
counter  pharmaceutical  advice  could  help  a  great  deal — 
effective  tooth  brushing  is  not  easy  to  teach  nor  readily 
carried  out  by  juniors,  but  now  that  disclosing  solutions 
and  tablets  which  temporarily  stain  plaque  are  available, 
the  technique  and  need  for  efTective  brushing  can  be  shown 
dramatically  to  children  and  adults. 

Various  aspects  of  dental  health  are  dealt  with  in  this 
issue,  and  although  pharmacy  has  lost  to  the  grocer  some 
of  the  toothpaste  business  it  handled,  nevertheless  the 
remaining  turnover  is  still  appreciable,  and  in  the  wider 
area  of  the  prevention  of  dental  ill  health  there  is  much 
that  can  be  profitably  done.  Dental  decay  is,  according  to 
the  British  Dental  Health  Foundation,  probably  the 
world's  commonest  disease  and  there  is  enough  evidence 
to  suggest  that  the  United  Kingdom  is  amongst  the  worst 
afflicted.  Thus  the  opportunity  exists  for  pharmacy  to  be 
seen  to  be  active  in  this  sphere. 


NOTES  ON  NEW 
MEDICAMENTS 

Althesin 

Constituents:  3a-hydroxy-5a-pregnane- 1 1 . 
20-dione  (alphaxalone)  and  21-acetoxy-3a- 
hydroxy-5Q-pregnane-l  1,  20-dione  acetate 
(alphadolone). 

It  has  long  been  known  that  certain 
steroids  have  some  general  anaesthetic 
properties  when  injected  intravenously, 
and  early  investigations  seemed  so  promis- 
ing that  one  product,  hyroxydione,  al- 
though slow  in  action,  was  marketed  for 
intravenous  use  as  an  anaesthetic.  Clinical 
experience  later  revealed  that  apart  from 
its  slow  induction  and  recovery  rate  the 
drug  had  other  disadvantages,  particularly 
local  irritant  properties,  and  its  use  was 
abandoned. 

More  recent  studies  on  newer  derivatives 
with  structural  similarities  to  progesterone 
have  shown  that  these  early  disadvantages 
can  be  overcome,  and  Althesin  is  a  pro- 
duct of  such  research.  The  main  anaes- 
thetic component  is  alphaxalone.  but  it  is 
virtually  insoluble  in  water.  Alphadolone 
acetate  is  also  insoluble,  although  a  mix- 
ture of  the  two  substances  exhibits  a 
greater  solebility.  The  problem  of  solu- 
bility has  been  overcome  by  the  use  of 
solubilising  agents,  and  the  product  is 
presented  as  an  isotonic  solution  of  neu- 
tral pH,  containing  20  per  cent  of  poly- 
oxyethylated  castor  oil. 

Following  a  single  intravenous  injection, 
anaesthesia  occurs  in  about  thirty  seconds, 
and  recovery  takes  place  after  five  to  10 
minutes.  Unconsciousness  may  be  pro- 
longed by  giving  the  drug  by  slow  intra- 
venous drip  infusion.  Its  brief  action  is 
due  to  rapid  conjugation  by  liver  enzymes, 
and  not  to  redistribution  in  the  tissues 


and  temporary  storage  in  body  fat.  as 
with  the  barbiturates.  Entero-hepatic  cir- 
culation of  inactive  metabolites  of  the 
steroids  may  continue  for  a  few  days. 

Recovery  from  anaesthesia  with  Althesin 
is  usually  rapid  and  complete,  and  any 
temporary  return  to  unconsciousness  is  un- 
common. By  reason  of  its  inactivation  by 
the  liver,  the  drug  should  be  used  with 
care  in  patients  with  liver  dysfunction. 

The  high  degree  of  tolerance,  the  ab- 
sence of  any  depressant  effects  on  the 
cardiac  or  respiratory  systems,  the  wide 
range  between  the  therapeutic  and  toxic 
doses,  mark  the  new  product  as  an  in- 
teresting advance  in  anaesthesia,  although 
the  mechanism  of  action  remains  obscure. 

Ketalar 

Chemistry:  2-(o-chlorophenyl)-2-{methyl- 
amino)-cyclhexanone  hydrochloride  (keta- 
mine hydrochloride). 

Ketamine  is  a  rapid  acting,  non-barbitu- 
rate, general  anaesthetic,  for  intravenous 
or  intramuscular  use.  It  is  employed  in  a 
wide  range  of  diagnostic  and  surgical  pro- 
cedures, but  the  type  of  anaesthesia  pro- 
duced by  the  drug  is  unusual,  and  has 
been  termed  "disassociative  anaesthesia". 

It  appears  to  have  a  selective  action 
on  some  association  pathways  in  the  brain, 
so  that  a  blockade  of  the  sensory  system 
is  obtained  before  other  cerebral  activity 
is  markedly  affected. 

That  unique  pharmacological  action 
gives  the  drug  cataleptic,  analgesic  and 
anaesthetic  properties,  without  the  central 
sedative  effects  of  intravenous  anaesthetics 
of  the  barbiturate  type. 

Clinically,  analgesia  occurs  before  anaes- 
thesia is  established,  and  persists  beyond 
the  post-anaesthetic  period.  This  action  in- 
creases the  value  of  the  drug  for  certain 
procedures,  but  at  the  same  time  compli- 
cates recovery  to  some  extent,  and  care 
should  be  taken  not  to  disturb  the  patient 


during  this  analgesia-post-anaesthetic 
period. 

Ketamine  also  differs  from  most  other 
anaesthetic  agents  in  causing  an  increase 
in  pulse  rate  and  blood  pressure.  This  may 
be  useful  in  some  cases,  but  with  patients 
with  an  already  elevated  blood  pressure, 
the  increase  could  be  disadvantageous.  On 
the  other  hand,  respiration  is  but  little 
affected,  and  the  properties  of  Ketamine 
make  it  a  drug  of  unusual  interest. 


JL 
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Advising  the  adviser 

Concerning  your  article  "Who  advises  the 
adviser?"  {C&D  July  22,  page  111),  1  was 
most  interested  to  read  of  you  contacting 
the  schools  of  pharmacy  to  see  what 
emphasis  is  placed  on  contraception  in  the 
pharmacy  syllabus. 

I  was  secretary  of  the  Welsh  Students 
Pharmacy  Association  in  1964.  while  a 
student  at  the  Welsh  School  of  Pharmacy. 
The  student  committee  of  this  association 
was  well  aware  of  the  absence  of  such 
information  in  the  syllabus.  Contact  was 
made  with  the  senior  medical  officer  of  the 
local  FPA  clinic,  who  was  delighted  to 
have  the  opportunity  to  pass  on  her 
knowledge,  and  advice  on  advising  people. 

The  resulting  meeting  proved  beneficial 
and  bridged  the  knowledge  gap  most 
admirably. 

With  a  time  lapse  of  eight  years,  it 
seems  a  pity  that  the  schools  of  pharmacy 
cannot  be  a  little  more  practical,  par- 
ticularly in  this  socially  and  economically 
important  subject.        Barbara  Fourcade 

Newport 
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PROFESSIONAL  NEWS 


Pharmaceutical  Society  of  Ireland 


New  Irish  Union  could 
be  finalised  by  October 


The  final  draft  of  the  Constitution  for  the 
proposed  new  Pharmaceutical  Union  has 
been  received,  the  monthly  meeting  of  the 
Council  of  the  Pharmaceutical  Society  of 
Ireland  was  told  by  Mr  T.  R.  Miller. 

Mr  Miller  regretted  that  he  had  been 
unable  to  attend  the  June  meeting  of  the 
Council  but  was  pleased  to  note  the  keen 
interest  taken  by  members  in  the  latest 
developments  concerning  the  union  when 
the   matter   came   up   for  discussion. 

He  paid  tribute  to  the  co-operation  the 
organising  committee  had  received  from 
the  Irish  Drug  Association  and  said  that 
any  delay  which  had  occurred  in  the 
formation  of  the  union  had  afforded  all 
concerned  extra  time  to  study  the  pro- 
posals in  greater  detail  with  the  result 
that  they  had  had  an  opportunity  of 
introducing  valuable  amendments  to  the 
original  draft. 

All  eight  regions  to  be  represented 

The  fact  that  all  eight  Health  regions 
would  be  represented  on  the  new  body 
was  said  to  be  a  great  advantage. 

The  President  said  he  would  like  a 
message  of  goodwill  and  appreciation  to 
be  conveyed  to  the  IDA  for  their  approach 
to  the  matter.  Mr  Miller,  as  chairman 
of  the  organising  committee,  said  he  would 
like  to  be  associated  with  this. 

Mr  W.  Butler  said  the  final  proposals 
would  be  put  to  a  ballot  of  IDA  mem- 
bers and  he  hoped  everything  would  be 
finalised  before  the  Pharmacy  Congress  in 
Tralee  in  October.  He  would  not  like 
anything  to  stand  in  the  way.  This  was 
the  last  hurdle  and  members  of  the  IDA 
and  the  Society  should  take  it  together 
and  ensure  that  the  organisation  was 
established  as  quickly  as  possible. 

The  Registrar,  Mr  J.  G.  Coleman,  re- 
ported on  an  extraordinary  general  meet- 
ing of  the  Pharmaceutical  Group  of  the 
European  Community  in  Brussels  on  June 
23  at  which  the  Society  was  represented 
by  the  President  and  himself.  Mr  Power 
liad  signed  the  Convention  on  behalf  of 
Irish  pharmacists.  The  IDA  had  authorised 
Mr  Power  to  sign  on  their  behalf. 

The  Registrar,  in  his  report,  quoted  the 
statement  made  by  Mr  Power  to  the  dele- 
gates and  referred  to  the  sympathy  ex- 
pressed by  Monsieur  Kuipers  to  the  Irish 
delegates  on  the  great  loss  sustained  in 
the  aircrash  the  previous  Sunday  when  a 
number  of  leading  Irish  industrialists  had 
lost  their  lives. 

Mr  Miller  said  it  was  obvious  that  con- 
tinuity would  have  to  be  maintained  with 
Brussels  and  he  thought  they  would  have 
to  decide  on  a  person  to  be  leader.  The 
obvious  choice,  he  believed,  was  Mr 
Power. 

Mr  Patrick  Browne  said  the  Irish  Hos- 


pital Pharmacists'  Association  had  applied 
for  associate  membership  of  the  European 
Hospital  Pharmacists'  Association  and 
hoped  to  be  in  a  position  to  send  a 
delegate  to  the  international  meeting  of 
that  body  in  Venice  in  September  or 
October.  He  said  he  would  like  to  see 
close  liaison  between  the  representatives 
of  the  Society  and  his  organisation  on  all 
matters  relating  to  Brussels. 

The  meeting  agreed  that  Mr  Power 
should  head  the  Society's  delegation  in 
all  future  discussions.  The  President  in- 
timated that  he  would  seek  a  meeting  with 
the  IDA  in  the  near  future  to  discuss  all 
aspects  of  policy  relating  to  the  EEC. 

It  was  agreed  that  the  President,  Mr 
Corrigan,  Mr  Miller  and  the  Registrar 
should  represent  the  Society  at  a  meeting 
in  London  on  October  6-7  when  develop- 
ments to  date  in  relation  to  the  EEC 
would  be  discussed  and  arrangements 
made  in  connection  with  a  future  meeting 
of  the  pharmaceutical  group  in  Amster- 
dam. 

On  the  motion  of  the  President,  sec- 
onded by  Mr  Semple,  Mr  O'Donnell  was 
appointed  representative  of  the  Council 
on  the  Consultative  Committee  set  up  by 
the  Minister  for  Agriculture  and  Fisheries, 
under  the  Animal  Remedies'  Act,  1956. 

Mr  O'Donnell  explained  that  a  primary 
function  of  the  Committee  was  to  arrange 
publication  of  formulae  for  animal 
remedies. 

The  President  said  this  was  a  very  use- 
ful function  as  the  present  position  in 
regard  to  the  distribution  of  veterinary 
medicines  left  much  to  be  desired.  In 
some  instance  there  was  little,  if  any  con- 
trol on  distribution  and  it  was  with  regret 
that  he  had  noted  recently  a  serious  loss 
of  animals  in  co  Carlow.  Personally,  he 
was  disappointed  that  the  Minister  for 
Agriculture  or  his  Department  had  not 
replied  to  the  Council's  submissions  deal- 
ing with  the  control  of  antibiotics. 

In  the  memorandum  sent  to  the  Depart- 
ment the  hope  was  expressed  that  schedule 
2,  which  was  an  effective  form  of  control, 
would  be  brought  into  operation  until 
such  time  as  discussions  were  held  with 
representatives  of  the  veterinary  profes- 
sion and  the  Department  of  Agriculture 
on  what  was  considered  would  be  the  final 
answer  to  the  problem. 

Following  the  submission  by  the  Coun- 
cil of  a  report  on  drug  education  to  the 
Department  of  Health  a  letter  was  received 
from  the  Department  expressing  a  desire 
to  meet  representatives  of  the  Council  and 
other  interested  parties  on  the  matter  on 
August  22. 

It  was  also  agreed  to  accept  an  invitation 
from  the  Irish  Medical  Association  to  dis- 
cuss matters  of  mutual  interest  arising 
out  of  a  debate  at  the  annual  meeting  of 


the  IMA.  The  President,  Mr  R.  J.  Semple, 
Dr  Boles  and  Mr  J.  R.  Miller  were  ap- 
pointed to  represent  the  Council. 

Arising  out  of  the  House  Committee 
Report,  the  Registrar  stated  that  as  a 
result  of  the  new  Regulations  recently 
sanctioned  by  the  Minister  for  Health, 
members  and  Licentiates  who  had  not  paid 
their  annual  subscriptions  and  fees  by 
March  31  could  be  penalised.  It  was  in- 
tended to  send  out  a  circular  to  this 
effect  enclosing  a  copy  of  the  Regulations, 
incorporating  a  warning  to  all  concerned. 

Surprise  was  expressed  when  the  Regis- 
trar reported  that  the  amount  outstanding 
was  approximately  £3,000,  due  by  Mem- 
bers, Licentiates,  Assistants  and  Druggists 
for  the  year  1972.  He  said  that  as  a 
result  of  increased  fees  a  great  number 
of  balances  were  overdue. 

Mr  Corrigan  said  the  Council  had 
power  to  prosecute  them  for  non-payment 
if  they  did  not  respond  to  the  latest 
appeal. 

Delay  in  confirmation  of  the  new  fees 

The  Registrar  explained  that  because  of 
a  delay  in  obtaining  confirmation  of  the 
proposed  new  fees  from  the  Department 
I'f  Health  earlier  this  year,  members  did 
not  get  the  usual  notice  indicating  that 
the  fees  were  due  on  January  1  last. 
Accordingly  the  Council  had  been  a  little 
more  lenient  this  year  but  the  people  con- 
cerned were  very  slow  in  paying  up. 

Arising  out  of  the  Law  Committee 
Report,  a  letter  was  received  from  the 
sales  manager  of  Burroughs  Wellcome 
and  Co,  Mr  Fintan  Molloy,  reporting  that 
Diconal  was  once  again  available  on  the 
Irish  market.  He  explained  that  the  com- 
pany did  not  want  to  draw  attention  to 
the  fact  or  give  undue  publicity  to  it  but 
they  would  like  pharmacists  to  know  it 
was  available  on  the  Irish  market,  if  pre- 
scribed. 

Also  arising  out  of  this  report,  the 
Inspector,  Mr  Cummins,  drew  attention 
to  a  newspaper  report  that  a  two-year-old 
child  had  died  following  the  accidental 
swallowing  of  Malathion.  The  pathologist, 
Dr  Raymond  O'Neill,  had  told  an  inquest 
in  Cork  on  June  15  that  the  child  had 
died  after  taking  what  he  described  as 
"a  very  deadly  poison".  A  verdict  was 
recorded  that  death  was  due  to  cardiac 
and  respiratory  failure  following  the  tak- 
ing of  the  pesticide,  Malathion. 

The  Council  urged  that  pharmacists 
should  label  this  product  as  a  scheduled 
poison.  Even  if  traders  failed  to  do  so, 
pharmacists  should  display  their  higher 
degree  of  responsibility  which  their 
training  afforded,  by  labelling  the  pro- 
duct in  this  manner. 

When  Dr  Boles  suggested  that  a 
recommendation  should  be  sent  to  the 
Department  to  have  the  product  listed 
as  a  scheduled  poison,  the  President 
said  that  pharmacists  were  exercising 
voluntary  control.  He  hoped  that  the 
death  of  this  child  would  alert  the  De- 
partment to  the  urgent  need  for  modern 
poisons  legislation. 
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Legislation— 
*the  sooner 
the  better' 

Reporting  on  recommendations  on  be- 
half of  the  Practice  of  Pharmacy  Com- 
mittee in  regard  to  Medicines'  Legislation, 
Mr  Walsh  stated  they  all  agreed  that 
such  legislation  was  necessary  and  that 
the  sooner  it  was  introduced  the  better 
He  thought  the  Council  should  urge  on  the 
Government  that  such  legislation  should 
be  introduced  in  an  over-all,  unified 
manner;  that  there  should  be  no  attempt 
at  piecemeal  legislation  as  was  the  case 
frequently. 

The  main  issue  was  that  all  drugs  and 
other  preparations  coming  within  the 
general  description  of  medicines,  whether 
for  human  or  animal  use,  should  be 
licensed  and  supplied  through  pharmacies. 
Policy  within  the  EEC  was  directed  to- 
wards specifying  the  range  of  products 
and  goods  which  pharmacists  might  stock 
or  supply.  Pharmacists  would  be  respon- 
sible for  the  quality  of  medicines  supplied, 
without  in  any  way  diminishing  the  re- 
sponsibility which  rested  with  the  manu- 
facturer. 

It  was  recommended  that  in  future  all 
pharmacists  should  be  registered  and  in- 
spected by  the  Society,  leading  eventually 
to  a  system  of  licensing.  The  Society 
would  continue  to  look  after  legal  and 
educational  matters  as  it  had  been  doing 
for  the  past  100  years. 

Regarding  veterinary  matters,  Mr  Walsh 
said  the  Committee  had  examined  this 
"sensitive  problem"  in  some  detail  and 
concluded  that  further  consideration  would 
be  given  to  it.  In  the  case  of  most  anti- 
biotics there  was  agreement  that  Schedule 
2  control  was  most  likely  to  achieve  the 
desired  result. 

The  Society  might  at  some  stage  like 
to  institute  higher  diplomas  for  specia- 
lised sectors  of  Hospital,  Industry  or 
Community  pharmacy  and  it  was  sug- 
gested that  some  arrangement  might  be 
made  with  a  University.  The  proposed 
Medicines'  Board  should  be  constituted 
mainly  of  experts  and  he  thought  the 
exact  composition  of  the  Board  should 
be  specified.  In  England  the  Commission 
had  included  five  pharmacists.  It  was  also 
envisaged  that  two  laboratories  would  be 
set  up;  there  should  be  a  pharmaceutical 
control  laboratory  and  eventually  a  cli- 
nical pharmacological  laboratory. 

Mr  Eric  Burrell  paid  tribute  to  Mr 
Walsh  as  chairman  of  the  Committee  on 
the  manner  in  which  he  had  guided  them 
He  assured  Mr  Semple  that  the  Post- 
Graduate  Education  Committee  would  get 
the  full  support  of  the  Eastern  Health 
Region  in  promoting  future  courses.  The 
necessity  lay  in  the  fact  that  they  were 
going  into  Europe  and  it  would  be  vital 
to  have  a  unified  standard. 

Regarding  the  appeal  for  funds  to  have 
a  comprehensive  survey  of  the  profession 
carried  out,  he  described  it  as  "a  clarion 
call",  and  asked:  "How  can  we  possibly 


contemplate  going  into  Europe  when  we 
do  not  know  how  Pharmacy  stands  in 
Ireland?".  The  proposed  survey  would 
help  them  to  plan  for  pharmacy  of  the 
future  and  deserved  the  complete  support 
of  pharmacists. 

Endorsing  the  appeal  for  support,  Mr 
Walsh  said  that  whatever  chance  they  had 
of  gaining  support  for  their  policies  with 
facts,  they  had  none  without  them.  He 
asked  those  who  had  not  already  sub- 
scribed to  do  so  immediately. 

The  President  explained  that  the  pro- 
posed survey  would  be  basically  related 
to  the  economics  of  professional  phar- 
macy. This  was  more  important  than  ever 
in  a  European  situation  where  they  could 
have  a  hard  battle.  It  was  not  merely  an 
academic  exercise  as  the  end  product 
would  be  very  much  concerned  with  basic 
economics. 

Dr  Boles  reported  on  the  latest  de- 
velopments in  regard  to  the  operation 
of  the  new  Health  scheme  in  the  Eastern 
Region  and  said  there  had  been  problems. 
It  behoved  pharmacists  throughout  the 
country  to  be  vigilant,  alert  and  attentive. 
One  problem  was  the  payment  sheet  which 
was  very  difficult  to  interpret  and  check. 
He  thought  it  would  be  advisable  to  have 
meetings  with  the  doctors  in  all  regions  to 
ensure  a  smoother  working  of  the  scheme. 
In  areas  in  which  such  meetings  had  been 
held  arrangements  were  working  smoothly. 
In  other  areas  certain  difficulties  had 
arisen  which  would  require  to  be  ironed 
out.      ,  .  K 

Removing  misunderstandings 
at  local  levels 

The  President  agreed  that  pharmacists 
not  yet  involved  in  the  scheme  should 
be  alerted  to  the  problems.  The  most 
important  thing  was  contact  with  medical 
colleagues.  By  this  means  a  harmonious 
relationship  could  be  achieved.  The  best 
place  to  remove  misunderstandings  was  at 
local  level  and  he  urged  that  consultations 
along  these  lines  be  held  in  areas  in  ad- 
vance of  the  introduction  of  the  scheme 
in  the  seven  other  regions.  In  addition, 
these  regions  would  have  the  benefit  of  the 
experience  acquired  in  the  operation  of 
the  scheme  in  the  Eastern  Region  and  he 
invited  all  members  to  seek  the  advice  of 
the  negotiating  committee  which  would 
be  given  freely  to  all  seeking  assistance. 

On  the  suggestion  of  Mr  Walsh  it  was 
agreed  that  the  Practice  of  Pharmacy 
Committee  should  co-operate  with  the 
I.D.A.  concerning  V.A.T.  with  the  view  to 
applying  to  the  Department  for  special 
exemption  for  medicines. 

The  President  said  he  wished  to  con- 
vey the  Council's  best  wishes  to  Mr 
William  P.  Shiel,  Vevay  Road,  Bray,  and 
his  wife,  also  a  pharmacist,  on  having 
re-opened  their  pharmacy  which  had  been 
destroyed  by  fire  recently.  "We  are  glad 
to  see  them  back  in  practice  again",  he 
said. 

The  Registrar  said  they  would  all  be 
glad  to  learn  that  the  Assistant  Regi- 
strar, Mr  Joe  Cahill,  had  been  successful 
in  his  final  Bar  examination. 

The  President  said  it  gave  him  great 
pleasure  to  congratulate  another  young 
pharmacist.  Mary  Tracey,  on  winning  the 


British  A. A.  800  metres'  title.  Congratu- 
lations were  also  due  to  the  daughter  of 
another  pharmacist — Mrs  Walsh — daugh- 
ter of  Dr  Owen  Dowling,  MPSI,  who  had 
also  distinguished  herself  in  the  recent 
British  A. A.  events. 

Congratulations  were  also  extended  to 
Miss  Dolores  Doyle,  a  member  of  the 
office  staff,  on  obtaining  her  B.A.  Degree. 

The  Registrar  appealed  to  all  phar- 
macists wishing  to  attend  the  Pharmacy 
Congress  in  Tralee  next  October  to  book 
immediately  as  there  was  heavy  demand. 

Mr  Emmet  Kennelly  confirmed  that 
they  had  a  considerable  number  of 
bookings  to  date.  A  number  of  companies 
had  made  reservations  and  the  organisers 
were  sending  information  and  brochures 
to  1,100  pharmacists  throughout  the 
countiy  so  that  it  was  advisable  to  lose 
no  time  in  booking. 

The  President  congratulated  the  Chair- 
man and  Director  of  the  Post  Graduate 
Education  Committee  following  the 
reading  of  a  report  on  its  activities  for 
the  year.  What  pleased  him  most,  he 
said,  was  the  anxiety  of  members  to  have 
these  courses  put  on  for  them.  Since  Mr 
Semple  had  taken  ove  r  as  chairman  there 
had  been  an  increase  in  the  activities  of 
the  Committee. 

Mr  Semple  said  it  was  hoped  to  put  on 
a  course  in  pharmacology  and  physio- 
logy in  Dublin  in  September  or  October. 
They  would  require  about  30  or  40  phar- 
macists but  he  had  no  doubt  the  necessary 
demand  would  be  there  to  justify  it. 

The  Registrar  reported  on  the  deaths 
of  Robert  Couse,  LPSI.,  Assistant,  Ed- 
mund A.  O'Callaghan,  MPSI  and  Frank  E. 
Priestman,  LPSI. 

The  following  were  granted  changes  of 
names  in  the  Register,  having  submitted 
their  marriage  certificates:  Mrs  Mary 
Kavanagh  (see  Nicholson),  Assistant, 
Mrs  Emer  Moore  (nee  Kenny);  Mrs  Ann 
O'Flaherty  (nee  O'Neill),  Assistant  and 
Mrs  Elizabeth  Ryan  (nee  Crowley). 

Nominated  for  membership  were :  Mary 
Brennan,  LPSI,  129,  Strand  Road,  Dublin 
4;  Michael  Costello,  LPSI,  3,  St.  Mary's 
Road,  Dublin  4;  Patrick  J.  Crowley, 
LPSI..  Worthing,  Sussex,  England  and 
Dermot  P.  T.  Moran,  LPSI.,  18,  Gladstone 
Street,  Clonmel. 

Elected  to  membership:  Fergal  V. 
Chambers,  Henry  Clarke,  Eugene  E.  Fla- 
herty, Humphrey  Gibbs,  Patrick  Quigley, 
Joseph  P.  Twiggs. 

Michael  Costello,  LPSI  and  Mrs  Nora 
Keary  (nee  O'Connell),  Assistant,  were 
restored  to  the  Registers. 

Changes  of  address  noted :  Mr  James 
J.  Coffey,  MPSI,  to  35,  Hillcourt  Park, 
Glenageary,  co  Dublin,  and  Mr  Patrick 
J.  Crowley,  MPSI,  to  9,  Sugden  Road, 
Worthing,  Sussex. 

The  Licence  Certificates  of  the  follow- 
ing were  Signed  and  Sealed  :  — 
Thomas  C.  Geoghegan,  Barna,  Galway; 
Mary  P.  Heffernan,  Rathordan  House. 
Cashel,  co  Tipperary;  John  B.  Loughman, 
23,  Gladstone  Street,  Clonmnl,  co  Tip- 
perary :  Dermot  P.  T.  Moran,  12,  Glad- 
stone Street,  Clonmel,  co  Tipperary:  Ann 
O'Loughlin.  468.  Wood  Park.  Ballinteer. 
Dublin  14;  and  Mary  E.  Whiriskey,  Ardra- 
han,  CO  Galway. 
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*Proved  in  3  years  of  clinical  trials  to  cut  decay  by  up  to  30% 
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Toothpaste  from 


the  inside 


What  sells  toothpaste?  Good  display  at  point  of  sale,  competitive  pricing? 
These  are  but  the  vital  finishing  touches  needed  to  move  the  product  off  the 
retailer's  shelf  and  into  the  customer's  shopping  basket,  so  C&D  has  been 
finding  out  more  about  the  marketing  strategy  that  put  the  product  on  to  the 
shelf  in  the  first  place — and  the  ploys  that  make  sure  it  doesn't  stay  there. 


Selling  toothpaste  is  probably  one  of  the 
most  competitive  activities  in  the  whole 
of  the  toiletries  business.  The  product's 
raison  d'etre  must  be  to  help  the  tooth- 
paste clean  teeth,  and  incidentally  it  will 
always  improve  mouth  hygiene  and 
reduce  breath  odours — the  housewife 
knows  this  and  she  is  unlikely  to  buy  a 
brand  that  offers  nothing  more.  After  all, 
salt  and  water  could  claim  as  much. 

Formulation  comes  second 

So  this  is  an  area  in  which  formulation 
is  usually  of  secondary  consideration 
(unless  the  laboratory  hits  on  something 
revolutionary  of  course).  First  must  come 
the  placing  of  the  product  in  its  "segment" 
of  the  market.  Will  it  be  sold  on  its 
"medical"  attributes,  on  freshness  of 
breath,  on  the  "special  ingredient",  on 
whiteness,  or  on  family  appeal?  If  there 
is  a  niche  in  the  market  open  for  exploi- 
tation, a  product  can  in  most  cases  be 
formulated  that  will  live  up  to  the  claims 
of  the  "message". 

The  past  year  or  so  has  seen  many 
formulation  changes  as  well  known  pro- 
ducts are  re-positioned  in  the  market, 
either  to  take  advantage  of  the  new  atti- 
tude to  dental  health  that  is  beginning  to 
gain  momentum,  or  to  head  off  the  attack 
of  competitive  products  whose  "niche"  has 
meant  the  drawing-off  of  sales. 

A  good  example  of  a  toothpaste  that 
has  "added"  to  its  potential  customers 
by  a  formulation  change  is  Colgate  Dental 
Cream.  Now  "plus  MFP".  its  familiar 
"Ring  of  confidence"  message  is  comple- 
mented in  television  commercials  by  a 
new  health  image.  The  final  line  of  two 
current  films  runs:  "Helps  stop  bad  breath 
-toughens  teeth". 

It  will  be  noted  that  the  health  note  is 
not  brought  in  until  the  end  of  the  com- 
mercial— the  stress  is  still  on  halitosis 
being  undesirable  socially,  loss  of  a  boy- 
friend being  the  fate  of  the  girl  sufferers 
(until  they  use  CDC,  of  course!). 

The  need  to  keep  the  image  constantly 


up  to  date  can  be  seen  from  the  fact  that 
Colgate  claimed  market  leadership  even 
with  the  old  formula,  on  a  figure  of  30 
per  cent.  With  the  new  formula  they 
achieved  33  per  cent  on  test  market  in 
Tyne-Tees— not  devastating,  but  in  this 
competitive  market,  every  percentage  point 
has  to  be  fought  for. 

The  "MFP"  in  Colgate  Dental  Cream 
is  an  exclusive  combination  of  ingredients 
including  sodium  monofiuorophosphate, 
which  has  been  tested  independently  in  a 
three-year  study  of  school  children  carried 
out  by  Guy's  Hospital,  London.  The  trial 
covered  1,489  children;  one  group  used 
CDC  with  MFP  exclusively  during  the 
trial  period,  one  group  used  a  toothpaste 
containing  stannous  fluoride,  and  a  third 
group  used  an  "ordinary"  toothpaste.  Use 
of  the  toothpaste  was  unsupervised,  to  dis- 
cover the  benefits  obtainable  under 
ordinary  use  conditions.  The  results  were 
as  follows: 


of  toothpaste  sales  are  now  in  fluorides, 
as  compared  with  only  4  per  cent  in  1971 
— and  they  obviously  anticipate  a  further 
increase  as  CDC  customers  are  numbered 
among  the  fluoride  purchasers. 

For  Signal  2,  it  has  also  been  more 
than  just  a  question  of  adding  fluoride  to 
an  existing  brand.  First  and  foremost. 
Signal  is  sold  as  a  high  quality  famiJy 
toothpaste  with  a  first  class  abrasive 
system,  flavour — and  now  fluoride.  With 
its  famous  red  stripe,  it  has  a  particularly 
strong  appeal  to  children. 

The  appeal  was  strengthened  in  tne 
relaunch  of  1971  when  the  fluoride 
(sodium  monofiuorophosphate)  formula- 
tion was  introduced  and  since  then  the 
brand  has  enjoyed  considerable  success, 
running  at  number  two  in  the  market  for 
five  months  it  is  claimed. 

The  decision  to  go  all  out  for  fluoride 
reflected  the  findings  of  12  international 
clinical  trials,  that  regular  brushing  of 
teeth  with  a  fluoride  toothpaste  can  re- 
duce tooth  decay  in  children  by  up  to 
30  per  cent.  The  British  Dental  Associa- 
tion gave  weight  to  these  findings  in  its 
publicised  views  of  the  importance  of 
fluoride  and  its  statement  that,  "Research 
has  shown  beyond  doubt  that  using  a 
fluoride  toothpaste  helps  to  reduce  dental 
decay  in  children". 

Sodium  monofiuorophosphate  is  used  in 
Signal  2  and  again  removes  the  limita- 
tions on  the  range  of  acceptable  flavours 
that  can  be  produced.  Signal  2  will  be 
able,  therefore,  to  retain  its  "mild  and 
minty"  flavour  which  is  believed  impor- 
tant for  family  and  especially  children's 
use.  The  new  formulation  also  maintains 


Criterion 


CDC  with 
MFP 


Stannous 
fluoride 


Control 


Reduction  in  new  decayed, 
missing  and  filled  teeth 
surfaces  (against  control) 
Reduction  in  DFMS  in 
erupting  teeth  only 
Teeth  showing  staining 


181 

30-3 
20-6 


14-5 

22-8 
510 


23-2 


The  staining  effect  of  stannous  fluoride 
was,  in  fact,  one  of  the  reasons  for  seek- 
ing an  alternative  compound,  and  the 
result  of  the  above  trial  shows  clearly  that 
discolouration  is  no  greater  than  with  a 
non-fluoride  toothpaste.  Also,  stannous 
fluoride  has  a  bitter  taste  which  needs  to 
be  masked  by  heavy  flavouring.  The  newer 
compound  permits  the  retention  of  the 
original  popular  Colgate  flavour. 

Promotion  for  Colgate  Fluoride — with  a 
similar  MPF  formula  -  is  aimed  more 
directly  at  mothers  of  young  children,  and 
the  product  is  therefore  flavoured  with 
child-appeal  in  mind. 

Colgate  estimate  that  nearly  a  quarter 


Signal's  high  stain  removal  power  with 
a  low  abrasion  rating,  essential  for  grow- 
ing teeth. 

However,  Elida-Gibbs  claim  their  suc- 
cess has  been  due  not  just  to  the  inclu- 
sion of  fluoride  but  to  the  logic  of  the 
complete  Signal  story — mild  flavour,  child 
apjjeal.  stripes  and  "anti-decay"  fluoride. 
The  advertising  is  specifically  aimed  at 
mothers  with  young  children.  It  shows  in 
an  understanding  way  that  the  fluoride 
formula  can  help  solve  the  mothers'  worry 
about  her  children's  teeth  when  they  eat 
so  many  sweet,  sticky  foods. 

Beecham's  Macleans  brand  has  always 
Continued  on  p  154 
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been  in  the  "whiteness"  sector  of  the  mar- 
ket, and  the  relaunch  last  year  as  Macleans 
FreshminJ  and  Macleans  White  Fluoride 
has  been  designed  to  reinforce  this  image. 
Both  advertising  and  point-of-sale  material 
have  used  the  "snow-scene"  approach  and 
the  latest  television  campaign  uses  a 
"lightning  flash'"  device  to  emphasise  the 
"lightning  whitening"  message.  The  com- 
pany's research  has  shown  how  well  con- 
sumers have  accepted  this  traditional 
"whiteness"  promise. 

However,  the  Macleans  brand  has  now 
moved  strongly  into  the  "therapeutic" 
sector  as  well,  with  the  addition  of  sodium 
monofluorophosphate  in  the  White  Fluo- 
ride version.  Beecham  are  currently  adding 
their  weight  to  the  general  campaign  to 
convince  the  consumer  of  the  clinical 
advantage  of  using  a  fluoride  toothpaste. 
They  have  a  new  consumer  leaflet  which 
explains  in  simple  terms  the  causes  of 
dental  decay — and  how  fluorides  can  help 
prevent  it.  This  leaflet,  is  now  being  pro- 
moted to  the  dental  profession  for  distri- 
bution in  surgeries. 

Elida-Gibbs  major  on  the  "fresh 
mouth"  feeling  with  their  SR  toothpaste. 
"Startles  your  mouth  alive",  they  say, 
promising  the  consumer  the  bonus  of  white 
teeth.  They  deliver  the  first  promise  by 
using  a  flavour,  which  the  consumer  tells 
them  really  does  make  her  mouth  feel 
fresh  and  clean.  Whitening/cleaning  is 
provided  by  a  patented  abrasive,  Urium, 
which  is  said  to  be  a  very  efficient  cleaner 
and  yet  has  very  low  enamel  abrasion 
properties. 

The  current  Arctic  Fresh  SR  was  the 
result  of  three  years'  intensive  consumer 
testing  in  which  a  large  number  of  flavours 
were  tested  against  the  major  toothpaste 
brands  until  one  was  found  which  did 
particularly  well  on  the  freshening/ whiten- 
ing dimensions. 

Kolynos  Fluoride  toothpaste  contains  a 
carefully  controlled  amount  of  sodium 
fluoride,  a  substance  which  has  been 
successful  as  an  additive  to  water  supplies 
but  also  as  a  topical  application  to  teeth. 

International  Chemical  Co,  the  manufac- 
turers, say  it  has  been  proved  that  soluble 
fluorides,  applied  to  the  surface  of  the 
teeth,  strengthen  the  enamel  against 
attack  from  acids  by  bacteria  and  regular 
use  of  the  toothpaste,  they  say,  increases 
the  extent  of  protection  achieved.  Arguing 
against  some  other  manufacturers,  ICC 
oppose  the  original  belief  that  a  satisfac- 
tory toothpaste  cannot  be  made  with 
sodium  fluoride,  as  the  normal  polishing 


agents  present  in  a  toothpaste  combine 
with  fluoride  and  make  it  insoluble  and 
so  inactive.  Their  research  has  resulted 
in  the  discovery  and  patenting  of  a  method 
of  stabilising  the  fluoride  and  keeping  it 
in  an  active  form.  The  toothpaste  they 
have  produced,  they  claim,  has  been 
shown  to  be  very  effective. 

Also  manufactured  by  ICC  is  Kolynos 
Super  White  which  is  composed  of  gly- 
cerin, selected  grades  of  calcium  carbonate, 
a  surface  active  agent,  cellulose  ether,  a 
preservative  and  a  flavouring  essence.  The 
cleansing  agents  have  been  chosen  to 
cleanse  and  polish  without  damage  to  the 
teeth,  adequate  foam  is  obtained  without 
the  use  of  soap  and  the  cream  retains  its 
foaming  qualities  even  in  hard  water. 
The  flavour  is  obtained  from  a  blend  of 
essential  oils  chosen  for  their  freshness, 
flavour  and  stability  with  a  flavour-booster 
which  produces  "sparkling  freshness"  in 
the  mouth. 

Super  White  was  introduced  to  have  a 
much  greater  appeal  to  the  younger  age 
group.  The  flavour  is  quite  difl:erent  from 
that  of  the  original  dental  cream  and 
emerged  as  the  result  of  considerable 
laboratory  testing.  Tests  were  also  carried 
out  by  independent  research  organisations. 
Big  selling  points  are  the  cleansing  action, 
the  whiteness  of  texture,  and  the  "deli- 
cious" flavour. 

In  addition  ICC  manufacture  Kolynos 
Chlorophyll  which  apart  from  cleaning 
and  whitening  the  teeth,  gives  extra  pro- 
tection by  helping  in  the  prevention  of 
decay  and  common  gum  disorders.  The 
chlorophyll  is  claimed  also  to  help  de- 
odorise the  mouth  and  keep  the  breath 
fresh. 

Few  toothpastes  have  been  launched  with 
so  much  emphasis  on  the  formulation  as 
Close-Up.  This  is  positioned  in  the  large 
fresh  breath/social  confidence  sector.  The 
ingredients  story  is  totally  summed  up  in 
"Today's  News",  a  4-p  tabloid  newspaper 
on  the  product  which  was  distributed 
to  over  15  million  homes  as  part  of  the 
launch  campaign: — ■ 

"...  blending  two  new  cleaning  ele- 
ments— Gasil  200  and  Gasil  23 — with  gly- 
cerin and  sorbitol.  Together  they  give  you 
whiter  teeth,  fresher  breath  and  that 
unique  texture. 

"Close-Up's  red  gel  makes  it  stand  out 
from  the  rest  immediately,  but  it's  Close- 
Up's  remarkable  medicated  flavour,  which 
the  laboratory  scientists  developed  using 
cinnamon  and  wintergreen,  that  really 
makes  people  switch  to  this  toothpaste." 

The  Gasils  are  refined  silica  derivatives, 
and  are  said  to  be  among  the  most  effec- 
tive cleaning  and  polishing  agents.  They 
have  the  same  refractive  index  as  the 
product's  humectant  system,  which  enables 
the  paste  to  be  formulated  as  a  translucent 
gel.  The  red  colour  is  designed  to  fit  the 
"hot/antiseptic"  flavour — which  has  men- 
thol in  addition  to  the  above  ingredients. 

Elida-Gibbs  admit  that  the  toothpaste 
is  one  that  many  people  will  detest — but 
therein  lies  its  market  strength.  Those  who 
do  like  Close-Up  are  strongly  for  its 
flavour;  they  are  certain  of  their  intention 
to  continue  to  purchase,  research  has 
shown,  and  in  the  toothpaste  market  regu- 
lar users  who  will  not  be  distracted  by 


competitors'  offers  are  important  to  give 
the  brand  a  solid  foundation. 

Nevertheless,  the  company  are  also  try- 
ing out  a  green  version  of  Close-Up — with 
"strong  natural  peppermint" — in  the  Mid- 
lands ITV  area. 

However,  Close-Up  claims  yet  another 
unusual  feature  in  that  it  has  not  only 
captured  customers  from  other  brands  - 
it  has  actually  increased  the  market,  a 
phenomenon  noted  both  here  and  in  the 
United  States. 

Chemists,  of  course,  have  had  available 
a  product  with  the  love-it  or  hate-it  image 
for  many  years— Euthymol.  Again  it  is 
pink  and  antiseptic  and  has  a  unique  and 
acquired  taste.  The  product  still  maintains 
the  original  formula,  comprising  abrasive 
foaming  agent,  thickening  agent,  humec- 
tant, plasticiser,  stabiliser,  preservatives  and 
the  special  aromatic  flavour  and  antisep- 
tics. 

Again  also,  the  makers  find  that  con- 
sumers who  use  the  product  usually  show 
extreme  brand  loyalty.  They  are  con- 
cerned with  marketing  Euthymol  for  a 
minority  of  toothpaste  users  who  want 
something  different. 

"It  would  not  appear  profitable,  there- 
fore, to  mount  heavyweight  promotional 
campaigns  for  using  television  and  other 
popular  consumer  advertising  and  promo- 
tional media,  in  the  same  way  as  the 
market  leaders",  say  the  company.  They 
rely  instead  on  professional  recommenda- 
toin  by  dentists  and  pharmacists,  backed 
by  small  "in-store"  displays.  For  this 
reason  the  product  is  kept  "chemist-only." 

A  specialist  product  is  Clinomyn 
Smokers'  toothpaste  which  claims  to 
"help  keep  teeth  free  from  tobacco 
and  other  stains  without  harsh  abrasive 
action".  Constituents  backing  this  claim 
are  a  patented  form  of  anhydrous  alu- 
minium silicate  (Polynam)  and  silicone. 
The  Polynam  is  composed  of  regularly 
shaped  particles,  giving  consistent  results 
in  stain  removal,  while  the  silicone  forms 
a  film  to  prevent  build-up  of  stains — the 
low  foaming  properties  of  the  paste  en- 
sure good  contact  of  silicone  with  the 
tooth  surface.  A  strong  peppermint  and 
menthol  taste  is  provided,  smokers' 
palates  often  have  a  low  sensitivity! 

Not  all  toothpastes  start  with  the  mar- 
keting concept,  however.  One  notable  ex- ) 
ception  is  Sensodyne,  which  is  formulated 
to    treat    a    specific    condition— dental 
hypersensitivity. 

Sensitive  teeth  are  normally  recognised 
by  their  reaction  to  hot/cold,  or  sweet/  ! 
sour  liquids  and  substances,  which  when  j 
in  contact  with  the  teeth  cause  pain,  i 
People  suffer  from  dental  hypersensitivity  i 
for  various  reasons.  One  cause  is  faulty  t 
brushing  or  other  abrasion  which  wears  i 
away  enamel  at  the  side  of  the  tooth  fi 
crowns.  Alternatively  gum  disease  and  I 
the  normal  ageing  process  causes  gums  to 
recede  which  can  cause  the  condition.  ; 

Sensodyne  is  to  be  used  as  a  treatment  ■ 
for  sensitive  teeth.  It  contains  a  unique  I 
painkilling  ingredient,  strontium  chloride,  ll 
which  is  coupled  with  carefully  selected 
abrasives  and  masked  by  a  combination 
of  spearmint  and  cinnamon  flavours.  ! 
With  regular  use  a  cumulative  resist-  k\ 
continued  on  p  ?57  (jj 
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ance  to  hypersensitivity  is  built  up,  it  is 
claimed.  But  Sensodyne  is  as  effective  as 
any  other  dentifrice  for  cleaning  the  teeth,  ' 
so  that  it  doubles  as  a  sensitivity  treat- 
ment and  a  regular  toothpaste.  j 

Very  much  a  specialist  product — in  fact, 
depending   for   sales    upon  professional 
recommendation — is     Si-Ko  toothpaste. 
iXhe  reason  is  that  few  customers  will 
realise    that    they    require    this  "anti- 
alkaline"  formula  which  is  designed  for 
the  minority  of  people  who  suffer  from 
"a  shortage  of  acid"  in  the  saliva.  The 
excess  alkali,  the  makers  say,  encourages 
rapid  tartar  formation  and  this  is  encour-  i 
aged  by  the  insoluble  abrasives  in  con-  , 
ventional    toothpastes.    Si-Ko    contains  ! 
silica-hydroglycero-gel,   cream    of  tartar, 
sodium     fluoride,     emulsifying     agents,  i 
buffers,  and  essential  oils,  resulting  in  a 
pH  of  3-8. 

Children's  formulations 

Probably   the   most   important  formula- 
tion in  the  whole  market  is  the  tooth- 
paste intended  for  children.  Not  only  must 
this  perform  its  job  efficiently,  but  it  must 
be  capable   of   starting   off   a    lifelong  | 
"brusher" — rejection  of  the  process  by  the  1 
young  child  could  be  a  disaster  so  far  as  ' 
his  future  dental  health  is  concerned. 

The  most  widely  known  children's  tooth- 
paste, is  Punch  &  Judy,  which  is  claimed 
also  to  be  the  most  tried  toothpaste. 

The  product  contains  humectants  to  pre- 
vent the  paste  from  drying.  The  abrasive 
is  a  chalk,  chosen  because  it  has  a  rela- 
tively low  particle  size,  and  therefore  a 
low  level  of  abrasiveness  on  the  teeth. 
Surface  active  material  combines  a  mild 
flavour  with  a  foaming  agent.  Punch  & 
Judy  also  contains  a  small  amount  of 
saccharin- -^it  does  not  contain  sugar — 
and  food-approved  dyestuffs  and  flavours 
chosen  for  their  acceptability  to  children  j 
(strawberry,  raspberry,  orange).  It  does  not 
contain  the  antiseptics  or  germicides  found 
in  adult  toothpastes. 

The  formulation  is  a  combination  of 
ingredients  which  are  gentle  but  effective 
on  the  vulnerable  first  teeth,  but  which  at 
the  same  time  are  designed  to  appeal  to 
children. 

Philosophy  of  the  brand  can  best  be 
summed  up  by  the  advertising  copy  line : 
"A  little  bit  of  fun  makes  a  lot  of  sense". 

As  can  be  seen,  it  is  only  the  "specialist" 
products  that  leave  room  for  selling  on  a 
professional  basis — though  the  latest  com- 
petitive claims  of  the  fluorides  may  lead 
to  customers'  questions.  For  the  rest,  the 
strategy  of  market  positioning  by  the 
manufacturer  must  be  the  prime  factor  in 
selling  at  the  retail  end. 

Indeed,  without  retailer  co-operation  this 
-Strategy  can  come  to  nothing.  For  a  pro- 
duct being  sold  on  its  "message",  point- 
of-sale  tie  up  with  the  current  compaigns 
is  essential — a  lesson  that  the  grocers 
learned  and  profited  by  a  long  time  ago. 
It  means  that  the  latest  display  material 
for  toothpaste  is  not  mere  "clutter".  Com- 
bined with  competitive  pricing,  it  is  the 
only  means  of  bringing  sales  back  into  the  i 
pharmacy.  I 


1  The  condition 

By  K.  T.  Lalvani,  BPharm,  MPS,  DBA, 
PhD,  Research  Director,  Antibiotics 
and  Vitamins  Ltd 

Recurrent  aphthous  ulceration  is  a  com- 
mon condition  in  which  the  subject 
develops  an  ulcer,  or  a  small  crop  of  ulcers 
in  the  mouth,  several  times  a  year. 

The  aetiology  is  still  unknown.  Various 
factors  have  been  suggested — though  with- 
out convincing  evidence — such  as  mental 
stress,  allergy,  endocrine,  vitamin  defi- 
ciency, indigestion  and  local  trauma. 

These  factors  cannot  be  the  sole  cause 
of  oral  ulceration,  however,  because  they 
only  result  in  ulceration  in  persons  prone 
to  develop  the  condition.  It  seems  rather, 
that  the  tissues  themselves  are  somehow 
susceptible  and  the  factors  trigger  the 
response.  The  majority  of  sufferers  belong 
to  the  over-twenty  age  group,  with  women 
being  more  often  affected  than  men, 
especially  when  they   are  menopausal. 

Denture  sore  mouth  and  angular  stom- 
atitis (ulceration  at  the  angles  of  the 
mouth)  is  almost  always  a  fungal  (candidal) 
infection,  yet  many  patients  are  served  by 
the  pharmacist  with  an  antibacterial  over- 
the  counter  product  which  is  ineffective 
in  these  conditions. 

Various  treatments  have  been  recom- 
mended for  oral  ulceration  without  com- 
plete satisfaction.  Many  medical  articles 
and  textbooks  covering  the  subject  con- 
clude in  more  or  less  the  words  used  by 
Professor  S.  C.  Truelove,  of  the  University 
of  Oxford,  in  Diseases  of  the  Digestive 
System  1972:  "Many  forms  of  treatment 
have  been  used  for  recurrent  aphthous 
ulceration,  but  most  of  them  have  been 
shown  to  be  useless." 

Limitations 

Some  authors  claim  up  to  50  per  cent 
successes  from  local  use  of  steroids  and 
antibiotics  but  these  have  their  own 
limitations.  Local  antibiotics  can  cause 
sensitivity  reactions  or  may  give  rise  to 
fungal  infection  by  impairing  the  balance 
of  oral  flora.  Steroids,  being  anti-inflam- 
matory agents,  promote  rapid  healing  but 
prove  ineffective  in  bacterial  infection 
and  may  even  cause  complications  in 
candidal  ulcers. 

Steroids  and  antibiotics,  however 
effective,  are  prescription  items  and  there- 
fore cannot  be  recommended  by  the  phar- 
macist. Yet  it  is  the  pharmacist  who  deals 
with  up  to  80  per  cent  of  oral  ulcer 
patients,  the  majority  of  whom  ask  for 
his  informed  opinion.  Indeed,  oral  ulcer- 
ation is  among  few  ailments  in  which 
national  advertising  appears  to  gain  a  little 
ground  for  the  product  manufacturer  or 
merchandiser. 

I  believe  strongly  that  unless  a  customer 


asks  for  a  specific  brand,  the  pharmacist 
should  recommend  a  product  in  which  he 
himself  has  confidence.  This  confidence 
may  best  be  developed  by  the  pharmacist 
carrying  out  his  own  efficacy  "trials", 
suggesting  a  few  selected  products  and 
discussing  the  effect  with  the  customer 
later. 

Through  such  an  approach,  the  retail 
pharmacist  can  demonstrate  the  advan- 
tages of  professional  recommendation  to 
the  customer,  advantages  not  available  at 
the  supermarket. 

2  The  products 

There  are  many  preparations  on  the  phar- 
macist's shelves  for  the  treatment  of  oral 
ulcer  discomfort,  and  their  very  variety 
indicates  that  there  is  more  than  one 
opinion  on  how  the  problem  should  be 
approached.  Below  C&D  gives  a  selection 
of  the  form.ulas  and  claims,  product  by 
product. 

Rinstead  pastilles  and  gel 

Pastilles  contain  myrrh,  menthol,  chloro- 
xylenol,  phenolphthalein,  sodium  ricino- 
leate,  tartaric  acid  and  thymol.  They  are 
designed  to  relieve  and  help  to  heal  mouth 
sores,  allowing  long-lasting  bathing  of  the 
painful  surfaces  with  soothing  and  healing 
medicaments.  Pleasant  tasting  and  con- 
venient, they  are  claimed  to  give  quick, 
sustained  and  refreshing  relief. 

Advertising  is  based  on  the  content 
of  many  soothing  ingredients  that  do 
much  to  relieve  a  sore  mouth.  In  particu- 
lar, menthol  to  cool;  chloroxylenol  to  help 
counteract  bacteria;  and  sodium  ricino- 
leate,  an  established  dental  antiseptic. 

Dosage  is  one  pastille  dissolved  slowly 
in  the  mouth  about  every  two  hours.  For 
best  relief,  the  pastille  to  be  placed  near 
the  painful  spot. 

Gel  contains  sodium  ricinoleate.  benzo- 
caine,  parachlorometaxylenol,  clove  oil, 
tincture  of  myrrh,  rectified  spirit,  sodium 
carboxymethylcellulose  and  glycerin. 

The  gel  relieves  pain  of  mouth  ulcers 
and  other  sores  quickly  and  covers  ulcers 
with  a  protecting  coat  of  soothing  anti- 
septic ingredients  to  promote  healing. 

Applied  to  sore  area  with  clean  finger 
or  swab,  up  to  six  times  a  day. 

During  July.  White  Laboratories  repre- 
continued  on  p  159 
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sentatives  have  begun  to  introduce  a  new 
display  unit  featuring  RInstead  pastilles 
in  particular.  The  unit  has  been  designed 
to  enable  the  chemist  to  display  attrac- 
tively on  his  counter  some  of  the  com- 
pany's main  pastille  products.  However, 
the  light  blue  plastic  unit  takes  up  a 
minimal  counter  space,  the  base  dimen- 
sions being  only  12j  x  12+  in.  This 
nevertheless  allows  nine  facings  of  pas- 
tilles (a  total  of  36  packs)  and  in  addition 
there  is  room  under  the  unit  for  three 
dozen  spare  packets  for  re-filling. 

It  is  expected  that  counter  display  for 
Rinstead  pastilles  will  lead  to  impulse 
purchases  by  the  large  section  of  the  popu- 
lation who  suffer  from  mouth  ulcers  but 
who  do  not  yet  take  action  to  relieve  the 
pain.  It  is  estimated  that  approximately 


50  per  cent  of  the  population  suffer  from 
some  type  of  mouth  trouble  and  that  less 
than  half  of  these  currently  obtain  any 
type  of  remedy  from  the  chemist,  say 
White  Laboratories.  This  counter  display 
provides  the  necessary  support  to  the 
newspaper  and  magazine  advertising  being 
conducted  on  both  pastilles  and  gel. 

Makers:  White  Laboratories  Ltd,  Pen- 
arth  Street,  London  SE15  ITR. 

Anbesol 

Developed  to  bring  effective  and  speedy 
relief  to  mouth  ulcer  sufferers.  It  is  a 
new  formula  containing  a  local  anaes- 
thetic (lignocaine  hydrochloride)  plus  two 
antiseptics  (chlorocresol  and  cetylpyri- 
dinium  chloride). 

Also  relieves  irritation  and  pain  caused 
by  teething,  wisdom  teeth  and  almost  any 
soreness  inside  or  around  the  mouth;  easy 
to  apply  being  in  liquid  form. 


A  panel  of  14  dental  practices  was  sup- 
plied with  samples  and  40  patients  took 
part  in  trials  to  assess  the  effect  on  mouth 
ulcers,  denture  sore  spots,  teething  pain 
and  isolated  gingivitis.  The  panel  reported 
that  patients  suffering  from  painful  mouth 
ulcers  and  gingivitis  gave  the  most  accu- 
rate guide  to  the  effective  period  of  relief. 

In  group  A  (aphthous  ulcers)  55-5  per 
cent  obtained  complete  relief  and  33  3 
per  cent  partial  relief.  In  group  B  (denture 
sores)  36-2  per  cent  obtained  complete 
relief  and  620  per  cent  partial  relief.  In 
group  C  (teething  pain)  80  per  cent 
obtained  complete  relief  and  10-5  per  cent 
partial  relief. 

Press  advertising  will  continue  through- 
out the  coming  months,  using  "reader" 
advertisements  in  national  newspapers 
such  as  the  Daily  Mirror.  Sun,  News  of 
the  World  and  Reveille. 

Makers:  International  Chemical  Com- 
pany Ltd,  1 1  Chenies  Street,  London 
WC1E7ET. 

Oralcer 

The  only  o-t-c  product  in  the  form  of 
pellets  and  the  only  pellets  with  combined 
bacteriostatic  and  fungistatic  action. 
Covered  by  British  patent. 

The  pharmacist,  inventor,  Dr  Lalvani, 
came  to  the  conclusion  during  retail  prac- 
tice that  an  effective  oral  ulcer  therapy 
should 

□  Be  in  a  pellet  form  to  be  placed  easily 
at  the  site  of  the  ulcer 

□  Disintegrate  slowly  for  prolonged 
action 

□  Have  a  broad  spectrum  of  bacterio- 
static and  fungistatic  action 

□  Be  non-sensitising,  safe  and  palatable 

□  Be  both  a  prescription  and  an  o-t-c 
product. 

Oralcer  is  designed  to  conform  to  those 
requirements,  containing  vitamin  C  to  add 
to  the  rapid  healing,  antiseptic  action  of 
5-chloro-8-hydroxy-7-iodoquinoline.  The 
product  is  claimed  to  have  proved  of  sig- 
nificant therapeutic  value  in  the  rapid 
healing  recurrent  oral  ulcerations. 

Indications  are  major  and  minor 
recurrent  oral  ulcers,  ulceration  of  gums 
caused  by  dentures,  candidiadis  and 
glossitis. 

Free  samples  are  offered  to  pharmacists 
to  try  in  cases  where  other  treatment  has 
failed. 

Makers:  Antibiotics  &  Vitamins  Ltd, 
Parkar  House,  Beresford  Avenue. 
Wembley.  Middlesex. 

Oraldene 

Pleasantly-flavoured  red  solution  contain- 
ing O-I  per  cent  hexetidine. 

Healing  can  be  delayed  by  the  presence 
of  organisms,  saliva  and  debris  and  for 
this  reason,  oral  hygiene  plays  an  im- 
portant part  in  treatment.  Oraldene  is 
antifungal  and  antibacterial  and  has  a 
marked  affinity  for  the  oral  mucous  mem- 
brane and  dental  plaque.  Activity  therefore 
remains  localised  and  a  single  rinse  is 
effective  for  up  to  8  hours.  It  also  has  a 
soothing  effect  which  brings  rapid  com- 
fort to  the  patient. 

Indicated  for  conditions  such  as  gingi- 
vitis, aphthous  ulcers,  pyorrhoea,  traumatic 
ulcers,  stomatitis  and  halitosis.  Also  oral 


thrush  in  infants  and  in  geriatric  nursing, 
and  treatment  of  sore  throat. 

15ml  should  be  rinsed  around  the  mouth 
for  at  least  30  seconds  two  or  three  times 
a  day  or  more  if  necessary;  should  be 
used  undiluted. 

In  1971  the  makers  conducted  two 
surveys.  Over  1,300  doctors  completed  and 
reported  on  the  use  of  Oraldene  in  nearly 
3,500  patients.  The  percentage  of  good 
results  obtained  for  some  of  the  more 
frequently  occurring  indications  was 
usually  over  60  and  sometimes  nearly  70. 

The  dental  survey  involved  over  1,000 
dentists  and  2,500  patients,  and  the  indica- 
tions reported  on  and  the  success  rate 
achieved  were  similar. 

Makers:  William  R.  Warner  &  Co  Ltd, 
Chestnut  Avenue,  Eastleigh,  Hants. 

Medijel 

Medijel  is  based  on  a  unique  formula 
which  has  as  active  ingredients  a  local 
anaesthetic  (lignocaine  hydrochloride),  a 
penetrating  agent  to  allow  the  anaesthetic 
to  penetrate  the  mucosa  (hydroxypolyeth- 
oxydodecane)  and  two  antiseptics  (amin- 
acrine  hydrochloride  and  domiphen  bro- 
mide) against  Gram  negative  and  Gram 
positive  bacteria.  The  base  has  been  for- 
mulated to  adhere  to  the  afflicted  area  to 
provide  a  degree  of  protection. 

Available  in  gel  or  soft  pastille  form. 
The  composition  is  the  same  but  allows 
the  sufferer  to  choose  between  a  direct 
application  with  the  gel  and  the  more  dis- 
creet application  of  a  pastille. 

Reduces  inflammation  and  ensures  that 
there  is  no  chance  of  infection  or  re- 
infection of  a  partially-cured  ulcer. 

When  an  ulcer  is  caused  by  an  external 
agent  such  as  chafing  or  actual  puncture 
of  the  buccal  membrane,  aids  rapid  heal- 
ing in  that  reduction  of  pain  means  that 
the  sufferer  is  not  tempted  to  touch  the 
affected  area  with  his  tongue  and  thereby 
cause  further  inflammation. 

Available  in  display  outers  and  in  a 
one-dozen  dispenser  unit  which  can  be 
attached  to  the  wall  or  to  the  cash 
register. 

Because  of  the  formulation  the  treat- 
ment can  be  repeated  as  often  as  is  re- 
quired without  toxic  reaction. 

Makers:  DDD  Co  Ltd,  94  Rickmans- 
worth  Road.  Watford,  Herts  WDl  7JJ. 

Dentosine 

Astrigent,  anaesthetic  and  analgesic  con- 
taining phenol,  tannic  acid,  krameria  and 
witch  hazel. 

The  ingredients  have  a  local  anaesthetic 
continued  on  p  161 
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How  the  leader 
has  grown 


BONJELA 

annual  sales 


1966 


1967 


1968 


1969 


1970 


1971 


Bonjela's  sales  have  shown  substantial  growth  every  year  since  it  was 
introduced.  Today,  it  is  the  most  widely  used  treatment  for  painful 
mouth  lesions.  You  probably  already  stock  ittofill  doctors' prescriptions. 
Now  that  it's  available  on  E.C.1 4,  dentists  will  be  prescribing  it  too.  So  it 
makes  sense  to  make  Bonjela  your  No.  1  counter  recommendation  for : 


^  mouth  ulcers 
'f'baby^  teething 

Available  in  1 0g  tubes,  trade  price  1 6p,  retail  price  22p  (exempt  from  P.T. ) 


%  denture  soreness 
*  cold  sores 


Recommend  and  display 
the  brand  leader 


bonjela 


Lloyds'  Pharmaceuticals  Ltd.,  1 03  Mount  Street,  London,  W1 
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Ulcer  treatments 

continued  from  p  159 

effect  and  reduce  the  pain  as  well  as 
being  mildly  antiseptic  and  leaving  a 
pleasant,  fresh,  clean  taste  in  the  mouth. 

Used  as  a  daily  mouth  wash  or  anti- 
septic gargle,  for  bad  breath  and  taste,  one 
part  to  10  parts  of  water  should  be  used 
for  rinsing  the  mouth.  The  same  strength 
is  suggested  for  sore  and  bleeding  gums 
to  harden  them  to  greater  resistance.  For 
mouth  ulcers  can  be  used  undiluted 
soaked  into  cotton  wool  and  placed 
against  the  ulcer,  leaving  it  there  for  about 
one  minute.  Also  indicated  for  hygiene 
after  tooth  extraction,  but  it  is  recom- 
mended that  this  should  not  be  done  for 
12  hours  after  extraction  then  the  mouth 
should  be  rinsed  with  diluted  Dentosine 
every  two  hours. 

At  the  request  of  stockists  local  dentists 
will  be  sent  a  professional  sample  quoting 
the  chemist  as  stockists.  The  sample  is  sent 
with  a  supply  of  dental  appointment 
cards  to  the  dentist  concerned. 

Makers:  Cuxson,  Gerrard  &  Co  Ltd. 
Fountain  Lane,  Oldbury,  Warley,  Worcs. 

Mulcets 

Tablets  providing  a  local  action  in  the 
mouth  to  clear  infection  and  promote 
healing  of  ulcers.  Each  tablet  contains 
cetylpyridinium  chloride  Img  and  ascorbic 
acid  25  mg.  Cetylpyridinium  chloride  is 
widely  used  as  an  antiseptic  in  the  treat- 
ment of  mouth  and  throat  infections.  In 
addition  to  treating  the  secondary  infection 
commonly  associated  with  mouth  ulcers,  it 
acts  as  an  aid  to  healing  by  preventing 
the  onset  of  further  infection. 


One  tablet  should  be  allowed  to  dissolve 
in  the  ulcerated  area  every  two  to  three 
hours  as  required. 

Makers:  Riker  Laboratories,  Morley 
Street.   Loughborough,   Leics  LEII  lEP. 


1  txHijela 


Bonjela 

The  maker's  view  of  the  mouth  ulcer 
condition  is  that  since  the  mouth  is  very 
well  endowed  with  pain  nerve  endings,  the 
pain  of  mouth  ulcers  is  frequently  out  of 


The  use  of  fluorides  is  the  main 
public  health  measure  available  at 
present  for  the  prevention  of  dental 
caries,  and  even  that  is  not  totally 
effective,  a  World  Health  Organisa- 
tion scientific  group  has  concluded. 

The  group's  assessment  of  exist- 
ing and  prospective  caries  preven- 
tion measures  is  summarised  in  this 
month's  issue  of  WHO  Chronicle, 
from  which  the  following  is  an 
extract. 

Owing  to  the  high  cost  of  dental  treatment 
and  the  shortage  of  dentists,  the  worldwide 
problem  of  dental  caries  can  be  controlled 
only  by  preventive  measures  that  reduce 
the  prevalence  of  the  disease. 

Not  only  the  factors  conducive  to  tooth 
decay  but  also  those  promoting  resistance 
to  it  are  susceptible  to  environmental  in- 
fluences and  to  social  and  economic  con- 
ditions. The  disease  does  not  occur  in  the 
absence  of  bacteria,  and  it  requires  the 
presence  of  fermentable  carbohydrates  in 
the  oral  cavity.  Sucrose  plays  a  promi- 
nent role  because  it  is  not  only  ferment- 
able to  acid  but  also  readily  polymerised 
to  insoluble  glucan,  which  affects  the  com- 
position of  dental  plaque.  The  causative 


all  proportion  to  their  size.  Consequently 
a  small  ulcer,  which  in  other  terms  would 
be  considered  trivial,  nevertheless  causes 
considerable  discomfort.  The  prime  need 
in  treatment,  therefore,  is  for  effective  and 
rapid  relief  of  pain  by  means  of  a  simple 
therapy,  such  as  a  topical  application. 

Bonjela  contains  choline  salicylate  and 
cetalkonium  chloride  in  a  gel  base.  Cho- 
line salicylate  is  a  highly  soluble  and 
non-irritant  salt  of  salicylic  acid  with 
powerful  analgesic  and  anti-inflammatory 
properties.  Unlike  aspirin,  it  can  be  ap- 
plied dirct  to  mucous  membranes  with- 
out  causing  irritation.  Cetalkonium  chlor- 
ide is  a  wide  spectrum  bactericidal  agent, 
which  also  has  surface  acting  properties.  As 
well  as  reducing  the  risk  of  infection  in 
mouth  ulcers,  it  lowers  surface  tension, 
thereby  facilitating  the  contact  of  choline 
salicylate  with  the  ulcer.  Also  contains 
alcohol,  menthol  and  glycerin. 

The  product,  which  is  applied  three  or 
four  times  daily,  has  been  the  subject  of 
clinical  trials,  both  for  ulcerative  con- 
ditions of  the  mouth  and  for  infant  teeth- 
ing. 

Bonjela  is  an  "ethical"  pharmaceutical, 
prescribable  on  Forms  ECU)  and  EC14 
(it  is  included  in  the  Dental  Formulary) 
but  it  is  also  available  for  purchase  with- 
out a  prescription.  Being  an  "ethical", 
no  promotional  point  of  sale  display 
material  is  available  other  than  a  display 
outer.  Makers:  Lloyds  Pharmaceuticals 
Ltd.  103  Mount  Street,  London  WL 


role  of  Streptococcus  tnittans  has  been 
confirmed,  and  colonisation  of  the  tooth 
surface  by  cariogenic  organisms  is  an 
essential  precursor  to  demineralisation  of 
the  underlying  enamel. 

Resistance  to  caries  may  reside  in  the 
structure  and  composition  of  the  teeth, 
in  the  oral  environment,  and  in  systemic 
factors.  The  surface  configuration  of  the 
teeth  is  known  to  affect  their  ability  to 
resist  the  onset  and  progress  of  caries, 
and  increasing  the  fluoride  content  of  the 
enamel  increases  the  resistance  to  de- 
mineralising  influences.  Other  factors  such 
as  the  permeability  and  the  trace  element 
content  of  the  enamel  are  considered  to 
be  of  possible  importance  to  the  resistance 
of  the  tooth,  as  are  variations  in  the 
nature  of  the  organic-inorganic  bond  with- 
in the  tooth  substance.  Saliva  may  in- 
fluence the  oral  environment  through  such 
factors  as  buffering  capacity  and  hydro- 
gen ion  concentration  as  well  as  by  the 
action  of  the  salivary  enzymes,  of  anti- 
bodies, and  of  substances  with  a  high 
molecular  weight  that  contribute  to  dental 
plaque  formation.  Resistance  to  caries 
may  also  be  modified  by  genetic  factors, 
prenatal  and  postnatal  maternal  influences, 
nutrition,  and  general  metabolic  functions. 

continued  on  p  162 
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Caries 

continued  from  p  161 
Finally,  consideration  must  be  given  to 
external  environmental  factors  such  as  the 
presence  of  trace  elements  in  soil,  water, 
and  food  and  the  acidity  or  alkalinity  of 
soil.  Socio-economic  conditions,  too,  are 
very  important,  notably  because  of  their 
effect  on  diet  and  health  practices. 

The  ultimate  goal  of  research-the  com- 
plete eradication  of  dental  caries — is  un- 
likely to  be  attained  in  the  foreseeable 
future.  A  more  practical  aim  is  the 
progressive  reduction  of  prevalence,  an 
objective  that  calls  for  the  use  of  a 
combination  of  methods  rather  than  any 
single  form  of  preventive  therapy. 

Fluoride  ' 

The  use  of  fluoride  in  various  forms  is 
the  most  effective  method  available  for 
increasing  the  resistance  of  teeth  to 
decay,  but  many  communities  and  health 
authorities  are  still  not  exploiting  this 
measure  to  the  fullest  extent.  Fluoridation 
is  most  conveniently  carried  out  by  the 
addition  of  fluoride  to  the  public  water 
supply  in  those  areas  where  the  natural 
levels  of  fluorine  are  low.  In  the  absence 
of  a  reticulated  water  supply  system, 
other  methods  can  be  adopted.  Salt,  for 
instance,  can  be  fluoridated  cheaply,  and 
several  studies  in  Europe  and  Latin  Ameri- 
ca have  shown  that  the  method  is  effective, 
but  further  research  is  needed  to  establish 
the  amount  of  fluoride  to  be  added.  The 
fluoridation  of  school  water  supplies  or 
the  administration  of  fluoride  tablets  to 
schoolchildren  is  a  safe  and  effective 
method,  provided  that  the  fluoride  intake 
is  properly  controlled.  Again  provided 
that  the  school  authorities  co-operate, 
either  mouth  rinsing  or  brushing  of  teeth 
with  fluoride  solutions  can  be  recom- 
mended as  a  simple,  inexpensive,  and 
practical  procedure.  However,  if  it  is  to 


be  effective,  both  the  technique  and  the 
frequency  should  be  carefully  controlled 
and  the  results  monitored  by  periodic 
epidemiological  studies  on  selected  sam- 
ples. Children  should  be  educated  to 
continue  to  use  these  methods  after  they 
leave  school. 

The  incidence  of  dental  caries  can  be 
reduced  by  the  direct  application  of 
fluoride  solutions  to  the  clean  surfaces  of 
the  teeth.  Such  treatment  is  time-con- 
suming, relatively  expensive,  and  difficult 
to  administer  on  a  public  health  scale,  but 
it  could  usefully  form  part  of  the  regular 
treatment  procedures  for  children  and 
young  adults.  Topical  applications  of 
fluoride  solutions  by  trained  auxiliaries 
should  be  incorporated  into  public  dental 
programmes  when  facilities  are  available. 

Clinical  and  laboratory  experiments  are 
being  made  with  other  vehicles,  such  as 
adhesive  varnishes,  for  applying  fluoride 
to  the  surface  of  the  teeth  in  a  form  that 
both  lasts  and  promotes  the  uptake  of 
fluoride  by  the  enamel. 

Various  brands  of  fluoride  toothpaste 
are  marketed  in  many  countries.  Clinical 
trials  have  shown  that  the  regular  use  of 
some  of  them  has  a  beneficial  effect,  al- 
though the  extent  of  protection  may 
depend  on  the  technique  used  for  brushing 
the  teeth  as  well  as  on  the  regularity  of 
brushing. 

The  precise  action  of  fluoride  is  at 
present  unknown,  and  further  research  is 
needed  to  explain  it.  For  instance,  the 
effect  of  fluoride  on  microbial  metabolism 
within  the  plaque  requires  elucidation, 
and  the  possible  existance  of  an  optimum 
level  of  fluoride  in  the  enamel  must  be 
established.  Moreover,  an  attempt  should 
be  made  to  explain  why  fluoridation,  in 
spite  of  its  undoubted  benefits,  does  not 
give  total  protection. 

Phosphate 

Phosphate  may  exert  a  beneficial  effect 
on  teeth  either  by  buffering  the  acid  pro- 
duced in  the  plaque  or  by  facilitating  the 
remineralisation  of  a  damaged  tooth 
surface.  However,  the  action  of  this  radical 
is  not  as  yet  understood,  and  there  is  at 
present  no  convincing  evidence  that  the 
addition  of  phosphate  to  sugar  or  other 
foodstuffs  will  reduce  the  incidence  of 
caries.  Carefully  controlled  clinical  trials 
are  needed  to  clarify  whether  phosphates 
should  be  investigated  further  as  aids  to 
caries  prevention  and  to  determine  whether 


their  prolonged  ingestion  has  any  adverse 
systemic  effects. 

Promising  results  have  been  reported  in 
the  use  of  adhesive  sealing  materials  to 
occlude  pits  and  fissures  in  teeth,  thus 
preventing  the  formation  of  caries.  The 
cost  of  using  the  procedure  in  public 
health  programmes  has  not  yet  been  de- 
termined, however,  nor  its  efficacy  evalu- 
ated. An  attempt  should  be  made  to  find 
even  better  sealing  materials,  which  will 
form  stronger  bonds  with  the  tooth 
enamel,  preferably  without  requiring  a 
preliminary  etching  of  the  surface. 

Of  great  potential  importance  in  caries 
prevention  is  the  topical  application  of 
antiseptics  or  antibiotics.  In  experimental 
animals  the  disease  has  been  almost  com- 
pletely inhibited  by  this  means.  As  yet,  no 
anti-microbial  agent  can  be  recommended 
for  use  in  human  beings,  and  long-term 
trials  of  various  agents  are  needed  to 
determine  their  range  of  activity  against 
oral  micrflora. 

Enzymes 

Experiments  have  been  conducted  on 
the  use  of  enzymes  to  inhibit  the  cario- 
genic  activity  of  bacteria  by  interfering 
with  their  metabolic  processes.  Dextranase 
especially  has  been  studied,  since  it  is 
thought  that  by  blocking  the  formadon  of 
dextran  the  amount  of  plaque  and  its 
adhesiveness  to  enamel  could  be  reduced. 
The  results  of  the  experiments  have  been 
encouraging,  but  satisfactory  methods 
of  transporting  the  enzyme  to  the  target 
area  and  maintaining  it  there  have  yet 
to  be  perfected.  Moreover,  it  will  be 
necessary  to  identify  the  enzymes  that 
interfere  with  the  accumulation  of  plaque 
and  to  conduct  more  detailed  research 
into  the  activity  of  many  enzymes. 

The  prospect  of  preventing  caries  by 
immunization  is  attractive,  and  positive 
results  have  been  obtained  in  experiments 
with  antistreptococcal  vaccines  in  monkeys. 
However,  many  problems  must  be  over- 
come before  a  suitable  vaccine  can  be 
developed  for  use  in  human  beings.  From 
the  theoretical  point  of  view,  it  is  difficult 
to  understand  how  the  antibodies  pro- 
duced by  the  vaccine  can  reach  the  site 
of  a  lesion  on  the  tooth  surface,  and  the 
results  obtained  in  non-human  primates 
cannot  be  explained.  None  the  less,  they 
encourage  the  belief  that  immunisation 
against  caries  in  human  beings  is  practi- 
cable, and  research  towards  this  end 
should  be  energetically  pursued. 

Personal  oral  hygiene  is  an  important 
factor  in  oral  health,  but  its  efficacy  in  the 
prevention  of  caries  should  not  be  over- 
emphasised. Brushing  the  teeth  is  effective 
only  to  the  extent  that  it  is  able  to  con- 
trol the  accumulation  and  retention  of 
plaque.  It  should  not  be  regarded  in 
isolation  as  a  preventive  measure  against 
caries. 

While  every  effort  should  be  made  to 
exploit  existing  methods  of  prevention,  it 
is  likely  that  the  prevalence  of  dental 
caries  will  be  substantially  reduced  only 
when  research  provides  additional  pre- 
ventive measures  applicable  on  a  mass 
scale. 

WHO  Chronicle  is  available  from  HM 
Stationery  Office,  price  £0.20. 


Dentists  tell  your  customers  about 

SI-KO 

toothpaste  -  to  combat  tartar 

DENT EC 

chewing  tablets  -  to  prevent  caries 


Both  from  leading  wholesalers 

P.  A.  Danning  Limited 

3 1 6b  Richmond  Road,  Twickenham,  TWI  2PE 
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Doctors  like  it 
Dentists  like  it 
Patients  like  it 


Only  you  can  sell  it 

Oraldene 

A  single  rinse  with  Oraldene  gives  8-hour  antibacterial  and  antifungal  activity  in  the 
mouth  because  Oraldene  has  a  marked  affinity  for  oral  mucous  membrane  and  dental 
plaque.  Once  adsorbed  onto  the  tissues,  it  is  not  easily  removed.  Oraldene  is  an 
effective  and  soothing  treatment  for  all  common  mouth  infections,  including  thrush, 
gingivitis  and  aphthous  ulcers.  It  is  also  widely  used  in  the  treatment  of  sore  throats. 
Full  information  and  display  materials  available  from : 

William  R.  Warner  &  Co  Limited,  Eastleigh,  Hampshire.  Telephone  Eastleigh  3131 

A  chemist  only  product 


Oraldene 
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Design  challenge 
for  toothbrush 
manufacturers 


By  C.  H.  Miller 

The  first  evidence  of  the  modern  tooth- 
brush on  the  records  of  the  Science 
Museum  Library  refers  to  toothbrushes 
being  available  in  France  in  the  17th 
«:entury  and  in  Germany  in  the  early  18th 
century.  It  would  therefore  appear  that 
France  can  claim  to  be  the  first  makers  of 
the  modem  toothbrush. 

For  over  150  years,  the  toothbrush  in- 
dustry in  the  world  expanded,  making  an 
ever  increasing  variety  of  shapes  and 
sizes.  These  brushes  were  made  mainly  of 
bone  handles  and  real  bristle  but  very 
cheap  brushes  were  made  from  materials 
such  as  white  Mexican  fibre.  With  the 
advent  of  plastic,  the  bone  handle,  for 
all  intents  and  purposes,  has  disappeared 
from  the  market.  The  other  big  change 
has  been  that  whereas  all  toothbrushes 
weer  hand-drawn,  they  are  today  mainly 
filled  by  automatic  machines. 

Stalin,  who  had  such  an  effect  on  so 
many  million  people's  lives,  also  affected 
the  toothbrush  industry.  During  his  cam- 
paign in  the  early  1930s,  he  wished  to 
drive  the  Soviet  peasants  into  collective 
farms.  To  overcome  their  resistance,  he 
adopted  ruthless  methods,  his  principal 
weapon  being  starvation. 

It  has  been  estimated  that  there  were 
about  50  million  good  semi-wild  boars 
and  hogs,  and  these  animals  supplied  the 
brush  trade  with  very  fine  raw  material. 
In  fact,  bristle  from  Russia  was  one  of 
the  main  sources  of  supply  for  tooth- 
brushes. The  peasants  in  their  struggle 
killed  these  animals  in  order  to  survive. 
It  was  thus  fortunate  that  artificial  fila- 
ments became  available  at  the  end  of 
the  1930s  to  fill  the  gap  in  supply  for  the 
toothbrush  industry.  It  is  probably  a  sad 
thought  that  if  everybody  in  the  world 
wished  to  use  real  bristle  toothbrush  there 
would  not  be  sufficient  supply  to  meet 
such  a  demand. 

It  has  always  been  a  wish  of  the  tooth- 
brush industry  to  design  a  perfect  tooth- 
brush, but  unfortunately  the  industry  faces 
a  variety  of  problems.  The  mouth  of  every 
consumer  is  different  to  some  degree.  In 
fact.  I  think  it  is  claimed  that  there  would 
be  50,000  basic  differences  in  tooth  for- 
mation, and  every  consumer  has  his  own 
ideas  on  how  he  should  brush  his  teeth. 

There  is  a  variety  of  opinions  about  the 
routine  of  brushing,  though  the  most  im- 
portant is  probably  that  the  pressure  exer- 
ted by  the  consumer  when  brushing  is 
different.  Because  of  pressure  differ- 
ences, a  medium  toothbrush  could  have 
the  effect  of  a  hard  one;  while  a  person 
using  only  very  light  pressure  with  a  hard 


brush  could  have  the  effect  of  using  a 
brush  of  less  strength. 

Throughout  the  world,  dentists  cannot 
agree  on  the  ideal  type  of  toothbrush  for 
use,  some  favour  two-row,  some  favour 
tuffed  heads  and  others  rounded  heads.  All 
these  various  requirements  present  a 
variety  of  permutations  in  the  manufacture 
of  toothbrushes.  Toothbrush  manufacturers 
endeavour  to  design  a  wide  variety  of 
toothbrushes  with  various  materials. 
Where   a   consumer  has  sensitive  gums. 


The  public  still  tend  to 
think  that  a  toothbrush  should 
last  longer  than  their  teeth, 
perhaps  that  is  why,  at  times, 
they  do' 


manufacturers  design  toothbrushes  possi- 
bly of  badger  hair  which  play  their  part 
in  dental  care. 

It  is  often  thought  that  the  shorthead 
toothbrush  is  a  modern  design,  but  it  is 
interesting  to  note  that  some  of  the  brushes 
made  for  King  George  IV  and  still  in 
existence  are  of  basically  similar  design 
to  the  shorthead  toothbrush  made  today. 
Because  of  the  immense  development  that 
took  place  in  the  Victorian  age,  there  was 
even  a  greater  variety  of  toothbrushes 
made  at  that  time. 

It  is  true  to  say  that  very  little  new 
design  is  ever  brought  on  the  market  in 


the  toothbrush  industry.  Many  brushes 
claimed  as  new  can  be  traced  to  a  much 
earlier  period  of  development — for 
example,  the  angled  toothbrush  was  first 
invented  by  Dr  Wessler  of  Stockholm 
University  in  1906,  the  patent  rights  having 
been  acquired  by  an  English  company 
which  has  manufactured  this  brush  since 
that  date. 

Chemists  have  their  problems  in  satisfy- 
ing the  needs  of  their  customers.  The 
public  should  always  look  to  the  chemists 
as  professional  men  to  give  them  the  best 
advice  on  dental  care.  Therefore  the  first 
essential  for  chemists  is  to  keep  as  wide 
a  range  of  toothbrushes  as  possible. 

One  of  the  worst  misconceptions  today 
is  that  all  you  have  to  do  in  theory  is  to 
buy  a  toothbrush  to  clean  your  teeth. 
Using  the  wrong  toothbrush  can  cause 
harm  to  the  teeth.  It  is  important  that 
members  of  the  public  use  the  right  tex- 
ture of  toothbrush  for  their  teeth,  but 
advice  may  or  may  not  be  given  by  the 
dentist. 

From    the    statistics    available   to  the 
trade,  the  consumption   of  toothbrushes 
still  represents  less  than  one  toothbrush! 
per  person  a  year.  It  is  therefore  obvious] 
that  the  public  are  far  from  being  edu- 
cated to  brush  their  teeth  first  thing  in  thel 
morning,  last  thing  at  night  and  preferably! 
after  each  meal. 

The  toothbrush  should  not  be  kept  in| 
use  after  its  effective  life.  This  is  of  par- 
ticular importance  in  the  case  of  nylonl 
brushes   which   tend  to   splay   out  afterl 
excessive  use.  The  life  of  any  toothbrush! 
varies  according  to  the  amount  of  brush-j 
ing  and  the  pressure  applied  to  the  brush, 
although    a    normal    replacement  periodP 
would  be  after  three  months'  service.  Itl 
seems  strange  that  despite  years  of  dental] 
education  in  schools  and  in  the  Press, 
public  still  tend  to  think  that  a  toothbrusf 
should  last  longer  than  their  teeth,  perhaps 
that  is  why,  at  times,  they  do. 

But  when  the  public  fail  to  carry  oull 
the  toothbrushing  drill  and  lose  theitl 
teeth,  toothbrush  manufacturers  still  con-| 
tinned  to  give  service  to  the  public  b^ 
supplying  a  variety  of  special  brushes 
their  dentures. 
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/Vdvertising  feature  was 
•'error  of  judgement" 


They  have  sailed  just  about  as  close  to 
he  wind  as  they  can"  but  it  fell  short 
►f  misconduct,  said  Sir  Gordon  Willmer 
iving  a  decision  of  the  Statutory  Com- 
nittee,  Pharmaceutical  Society  on  July  25. 

TTie  case  concerned  P.  Williams 
Chemists)  Ltd,  29  Victoria  Street,  Crewe, 
rhe  superintendent  director  Mr  John 
Villiams  and  the  manager  of  one  of  its 
hops  Mr  Barry  Davies  were  before  the 
ommittee  following  a  one-and-a-half  page 

Kdvertising  feature  in  a  Cheshire  weekly 
aper  about  the  opening  of  a  new  walk- 
iround  self-service  pharmacy  by  the  com- 
pany. 

The  chairman  Sir  Gordon  Willmer.  said 
Tt  really  amounts  to  no  more  than  an 
;rror  of  judgement.  In  those  circumstances 
I  don't  think  it  would  be  proper  for  the 
Committee  to  take  any  disciplinary  action 
against  the  company  or  the  two  phar- 
tnacists." 

Mr  Peter  St  John  Howe,  solicitor,  said 
the  one-and-a-half  page  feature  article  in 
the  Nantwich  Chronicle  in  September. 
1971,  was  headed  "Advertisement  feature". 

Heavy  print 

The  title  of  the  company,  which  included 
the  word  "Chemist"  appeared  in  heavy 
print  in  the  advertisement  and  twice  in  the 
editorial  article  associated  with  the  adver- 
tisement. The  title  of  the  company  also 
appeared  in  heavy  print  in  14  ancillary 
advertisements  surrounding  the  feature. 

The  advertisement  incorporated  a  sketch 
of  the  new  shop  front  with  the  facia  word- 
ing "Dispensing  Chemist"  prominently  fea- 
tured. The  advertisement  also  included  in 
very  heavy  type  the  phrase  "New  Walk 
Round  Chemist". 

Mr  Howe  said  the  editorial  included  a 
reference  to  pharmacy  implicit  in  the 
phrase  ".  .  .  its  other  businesses,  three 
traditional  chemists  shops  situated  at 
strategic  points  in  and  around  the  town 
centre". 

Mr  Wilhams  told  the  Committee  he 
believed  the  article  did  not  infringe  the 
Society's  Code  because  it  did  not  advertise 
the  dispensing  or  professional  services  of 
the  shop.  The  whole  of  the  feature  and  the 
advertisements  from  various  manufacturers 
accompanying  it,  were  directed  at  promot- 
ing the  sundry  goods  sold  in  a  pharmacy. 

Mr  John  Shaw,  representing  the  com- 
pany and  the  two  pharmacists,  said  the 
professional  activity  of  pharmacists  would 
not  provide  a  living  so  trading  in  tradi- 
tional goods  associated  with  a  chemists 
shop  was  a  major  part  of  a  pharmacist's 
function.  "There  is  nothing  in  the  Code 
which  prevents  the  advertising  of  these 
trading  activities,"  he  said. 

Giving  the  decision  of  the  Committee, 
Sir  Gordon  said  that  it  had  been  a  useful 
exercise  to  have  the  subject  ventilated. 
As  far  as  the  pharmaceutical  business  was 
concerned  the  limits  on  advertising  were 
very  strictly  laid  down. 

"But  whether  it  is  distasteful  or  not  to 
the  profession,  there  is  no  curb  on  the 
advertising  of  ancillary  trading  in  such 


matters  as  photographic  goods  or  cos- 
metics and  so  forth,"  said  Sir  Gordon. 
"The  point  has  been  strongly  emphasised 
before  us  that  this  very  large  scale  ad- 
vertisement does  not  in  fact  go  beyond 
advertising  the  trading  activities  as  opposed 
to  the  professional  and  pharmaceutical 
activities  of  Mr  Williams  and  his  com- 
pany." 

The  Committee  decided  to  take  no  fur- 
ther action  in  another  case  where  a  phar- 
macist had  appeared  before  the  com- 
mittee in  April,  1971,  and  the  case  was 
adjourned  for  12  months.  The  case  had  to 
be  further  adjourned  last  May  because  of 


a  police  report  about  an  apparent  defici- 
ency in  the  drugs  record. 

Mr  Howe  told  the  Committee:  "I  am 
happy  to  tell  you  that  further  investiga- 
tion shows  there  was  an  error  in  the  books 
and  not  in  the  amounts  received."  The 
wholesalers  had  invoiced  some  pethidine 
which  had  not  been  received  and  the 
police  were  fully  satisfied. 

A  case  concerning  Alderman  Leslie 
Stuart  Miller,  High  Street,  Poole,  who  was 
convicted  in  March  of  offences  under  the 
Pharmacy  and  Poisons  Act,  1933,  was  ad- 
journed sine  (lie.  Mr  Howe  told  the  Com- 
mittee, Alderman  Miller  had  been  re- 
moved from  the  Society's  Register  owing 
to  the  non-payment  of  fees.  The  Chair- 
man said  Alderman  Miller  would  not  be 
allowed  to  come  back  on  the  Register  until 
this  matter  had  been  inquired  into  by  the 
Committee. 


Information  for  manufacturers 


Beta-Quest  agents 

Boro'  Labs  are  now  agents  for  Beta-Quest 
multi-purpose  disposable  aprons. 

Made  in  a  soft  opaque  white  plastics 
material,  the  aprons  are  sufficiently  durable 
to  withstand  repeated  re-use  but  are  inex- 
pensive enough  to  be  discarded  when  badly 
soiled.  They  are  available  in  three  stan- 
dard sizes  at  prices  which  allow  really 
worthwhile  savings  when  compared  with 
the  normal  purchasing,  laundering  and 
repair  costs  of  conventional  aprons. 

A  unique  easy-to-handle  wall-mounted 
dispenser  cuts  storage  space  requirements 
by  two-thirds  and  keeps  the  aprons  in  a 
hygienic  condition  until  required. 

Details  and  prices  are  available  on 
request  (Boro'  Laboratories  and  Appliance 
Co  Ltd,  1  Station  Buildings,  Catford. 
London  SE6  4RB). 

Disposable  worl<  hats 

A  soft  white  stretchable  nonwoven  fabric 
has  been  used  by  DRG  Designs  for  their 
new  disposable  work  hats.  Printed  in  bold 
cerise  or  turquoise  stripes,  they  are  said  to 
be  light,  comfortable  and  hygienic.  Avail- 
able in  small/medium  and  medium/large 
sizes  and  packed  in  units  of  100  X  10  to 
a  transit  carton. 

These  hats,  which  can  be  specially 
printed,  are  one  of  a  range  of  convenience 
products  from  DRG  Designs,  Victoria  House, 
Southampton  Row,  London,  WCl. 

Non-metallic  strapping 

Packers  Supply  Co  Ltd,  are  now  introdu- 
cing a  non-metallic  strapping  system  com- 
plementary to  their  Agripta  steel  strapping 
system.  Pakastrap,  as  it  will  be  known, 
is  a  polypropylene  strapping  developed 
especially  with  characteristics  appropriate 
for  lightweight  and  soft  packages  and  also 
applicable  to  certain  types  of  palletised 
and  unitised  loads  where  reinforcement 
with  flexibility  is  required. 

The  Agripta  NMC  strapping  tool  for 
use  with  Pakastrap  has  been  developed 
from  one  of  the  range  of  Agripta  steel 
strapping  tools.  It  combines  a  quick, 
simple  method  of  tensioning  with  a  seal- 
ing unit  capable  of  effecting  a  strong,  neat 
and  secure  sealed  joint  and  also  embodies 
an  automatic  cutter. 


Further  particulars  may  be  obtained 
from  Packers  Supply  Co  Ltd,  Agripta 
House,  Burlington  Road,  New  Maiden, 
Surrey. 

Carton  with  product  visibility 

John  Waddington  Ltd  are  seeking  to 
extend  the  application  of  their  recently 
launched  carton  with  PVC  panel,  Com- 
pac,  into  further  product  fields,  including 
cosmetics,  toiletries  and  pharmaceuticals. 

The  costs  of  the  pack  are  claimed  to  be 
up  to  30  per  cent  less  than  a  tray  with 
vacuum  formed  acetate  lid,  the  other  main 
advantages  being  maximum  visibility  of 
the  product,  which  enhances  display  impact 
and  makes  pilferage  more  difficult  to  dis- 
guise, relatively  low  overheads  as  the 
packs  can  be  transported  and  stored  flat, 
as  well  as  greater  durability  than  cartons 
with  the  familiar  window  patch.  Further 
deiails  from  John  Waddington  Ltd,  Wake- 
field Road,  Leeds  LSIO  3TP. 


The  RS150  seven-digit  price  marker 
which  is  offered  together  with  a  supply 
of  10,000  self-adhesive  labels  for  £19-95 
when  plain  (unprinted)  labels  are  sup- 
plied. The  marker  is  claimed  to  be 
particularly  suited  to  the  needs  of  the 
retail  pharmacist  and  is  capable  of  pro- 
ducing as  many  as  150  labels  per 
minute  by  simple  hand  operation.  (Retail 
Systems  International,  Paderova  House, 
Arkwright  Road,  South  Croydon  CR2  OLL) 
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MARKET  NEWS 

Dock  strike  bites 
into  business 

London,  July  26:  With  merchants  unable 
to  get  much  of  their  produce  out  of  the 
docks  and  also  precluded  from  exporting 
for  the  same  reason,  the  market  was  under- 
standably quiet  during  most  of  the  week. 
Some  of  the  more  expensive  items  were 
quoted  inclusive  of  air  freight  which  meant 
that  anyone  urgently  needing  supplies  were 
having  to  pay  the  excess  cost  of  air  over  sea 
freight. 

With  little  business  being  transacted 
prices  of  most  commodities  were  hardly 
tested.  It  was  said  that  ginger  and  turmeric 
were  dearer,  but  anyone  trying  to  do  business 
was  unable  to  get  firm  acceptances.  Brazilian 
menthol  eased  off  its  peak.  Pepper  was 
being  quoted  ex  Hamburg  inclusive  of  air 
freight.  New  prices  were  established  for 
belladonna.  Cascara  was  nominal  in  both 
positions  while  colocynth  pulp  went  up  by 
£100  metric  ton.  Sarsapariiia  was  dearer  by 
£134  ton. 

Tinnevelly  senna  shipments  from  Tuticorin 
during  June  included : 


UK 
Tons 
19 
1 


US 
Tons 


Europe 
Tons 
101 
48 


Senna 
leaves . . 
pods  . . 

In  essential  oil  bois  de  rose  was  offered 
on  the  spot  after  an  absence  of  several 
weeks;  there  were  still  no  forward  offers. 
Dearer  was  Madagascar  clove  leaf  and 
lemongrass. 

Pharmaceutical  chemicals 

Adrenaline:  (Per  g)  Synthetic  1-kg  lots,  £0  059 
500  g  (E0  067);  acid  tartrate,  1  kg  {£0-44);  500  g 
(£0  05). 

Aloin:  50-kg  lots  £9  kg. 

Aminacrine  hydrochloride:  £33-50  kg. 

Ammonium  bicarbonate:  £55  metric  ton  delivered; 

carbonate  lump  and  powder  £88-20. 

Aspirin:  10-metric  ton  lots  £525  ton;  5-ton  £530; 

1-ton  £540. 

Bemegride:  BPC  £16  kg. 
Benzamine  lactate:  500-kg  lots,  £51-15  kg. 
Benzocaine:  50-kg  lots  £1-48  kg. 
Bismuth  salts:  £  per  kg. 


12}-kg  50-kg 

250-kg 

carbonate 

4-68  4-50 

4-45 

salicylate 

4-00  3-50 

subgallate 

4-30  4-10 

subnitrate 

4-25          4  05 

400 

Bromides: 

Crystals  (£  per  kg). 

12i  kg         50  kg 

250  kg 

Ammonium 

0-52  0-43 

0-40i 

Potassium 

0-47  0-38i 

0-36 

Sodium 

0-46  0-38 

0-35} 

•Powder  plus  £0-02. 

Borax:  BP  grades,  per  metric  ton,  in  paper  bags 
delivered:    granular  £75,    crystals   £100;  powder 
£82;  extra  fine  powder  £86.     Technical  grades 
Jess  £20  per  ton. 
Brucine:  sulphate  £20  kg. 

Caffeine:  (50-kg)  Anhydrous  and  hydrate  £1-78  kg. 
Calamine:  BP  grade  £291  metric  ton  for  250-kg 
lots. 

Cantharadin:  £75  per  100  g. 
Chlorophenesin:  50-kg   lots  £3-62}  kg. 
Cortisone:  acetate  £0-25  per  g. 
Dienoestrol:  50-krlo  lots  £0-07  per  g. 
■Ferrous  fumarate:  £0-50  kg  for  50-kg  lots. 
Ferrous  gluconate:  £628  metric  ton  in  50-kg  lots. 
Ferrous  phosphate:  In  kegs  £0-46  kg. 
Neomycin  sulphate:  BP  5-g  £27-50  g. 
Paraffins:   (minimum  1-ton  lots)   liquid-BP  £0-552 
gal;   light  BPC  1963  £0-466;  technical  white  oil 
WA23  £0-422;   WA21   £0-477,   Jelly-soft  white  BP 
£95  ton;  yellow  BP  £85. 


Penicillin:  Potassium,  sodium  or  procaine,  sterile 
£9  per  1,000  Mu  for  5-25,000  Mu  lots. 
Phthalylsulphathiazole:  50-kg  lots  £1-60. 
Physostigmine:  100-g  lots  salicylate  £0-69  per  g; 
sulphate  £0-88g. 

Pilocarpine:  1-kg  lots  hydrochloride  £102;  nitrate 
£95. 

Piperazine:  Under  50  kg;  adipate  £0-963  kg;  cit- 
rate £0-92};  hexahydrate  £0-663;  phosphate  £0-02}. 
Potassium  bitartrate:  (metric  ton)  50-kg  lots 
£399;  250-kg  £391;  1-ton  £381. 
Potassium  citrate:  £353  per  metric  ton. 
Potassium  permanganate:  BP  £0-22}  kg  technical 
£0-21}. 

Crude  drugs 

Aconite:  Spot  £1,080  metric  ton;  £1,040  cif. 
Agar:  (lb)  Kobe  Nfo  1  £0-85  cif;  European  £0-73. 
Aloes:  (metric  ton)  Cape  primes  £270  spot;  £240 
cif.  Curacao  £780  spot;  £730,  cif. 
Balsams:  (lb)  Canada:  £2  05  spot;  shipment  £1-95 
cif.  Copaiba:  BPC  £1-25,  Para  £0-40.  Peru:  £1-10 
£1,  cif.  Tolu:  BP  £0-70. 

Belladonna:   Leaves  £300  metric  ton  spot,  herb 
£250  and   root  £225.  Shipment  not  offering. 
Benzoin:  BPC  £0-75  kg  spot;  £0-66,  cif. 
Buchu:  Spot  £1  per  lb;  shipment  £0-95,  cif. 
Camphor:  BP  natural  powder  £0-85  kg  spot;  £0-83, 
cif.  Synthetic  BP  £0-57  kg  in  500-kg  lots. 
Cardamoms:   (Per  lb  cif)   Alleppy  greens  No  1. 
£0-85;  prime  seeds  £0-90. 

Cascara:  Spot  £430  metric  ton;  nominal  ship- 
ment no  offers. 

Cassia:  Lignea,  whole  £620  metric  ton  cif. 

Chamomile:  Hungarian  £0-45,  lb. 

Cherry  bark:  Nominal  spot  and  shipment. 

Chillies:  Zanzibar  £575  ton  spot. 

Cinnamon:  Seychelles  bark  £275  ton,  cif.  Ceylon 

quills  four  O's  £604-80,  quillings  £313-60. 

Cloves:  Madagascar  £1,450  metric  ton,  cif. 

Cochineal:  Tenerife  black-brilliant  £6-85  kg  spot; 

£6-75,  cif.  Peruvian  silver  grey  £5-10. 

Cocillana:  Spot  £0-35  lb. 

Colocynth  pulp:  Spot  £750  metric  ton. 

Dandelion:  Root  £410  metric  ton  spot;  £385,  cif. 

Ergot:  Spot  £3-10  kg. 

Gentian:  Root  £400  metric  ton  spot;  £390,  cif. 
Ginger:  (ton)  Cochin  £240,  cif.  Jamaican  No.  3 
£1,050  spot;  £840,  cif.  Nigerian  split  £210  spot, 
£192-50  cif;  peeled  £310  spot;  £285,  cif.  Sierra 
Leone,  no  offers. 

Gums:  Acacia:  Kordofan  cleaned  sorts  £295  metric 
ton  spot;  £265  cif.  Karaya:  No.  2  faq  £24  cwt 
spot.  Tragacanth:  (cwt)  No.  1  spot  £250,  No.  2 
£220. 

Henbane:  Niger  spot  £430  metric  ton;  £420,  cif. 
Honey:  (ton)  Australian  light  amber  £263,  medium 
£251.    Canadian    not    available.    Mexican  £246. 
Chinese  light  amber  £238. 
Hydrastis:  £2  lb  spot;  no  shipment  offers. 
Jalap:  Mexican  tubers  £2  kg  spot;  £1-95,  cif. 
Kola  nuts:  West  African  halves  £85  metric  ton 
spot;  shipment  £78,  cif. 

Ipecacuanha:  (per  lb)  Matto  Grosso  £2-50  spot; 
£2-40,    cif,    Costa    Rican   £-25   spot;   £2,  cif. 
Lanolin:  Anhydrous  BP  minimum  1,000  kg  £375  to 
£415;  cosmetic  grade  £430. 

Lemon  peel:  Spot  £250  metric  ton;  £230,  cif. 
Liquorice  root:  (metric  ton)  Chinese  £110.  Russian 
£115.  Spray-dried  powder  £396,  delivered.  Block 
juice  £431-50. 

Lobelia:  American  herb  £785  metric  ton  spot; 
£760,  cif. 

Lycopodium:  Indian  £2-00  lb  spot;  £1-75,  cif. 
Mace:  Grenada  £0-35  lb.  fob. 

Menthol:    (kq)    Chinese    spot    £6-30.  shipment 
£6-50,    cif.    Brazilian    spot    £3-80,    afloat  £2-50; 
£3-70,  cif;  August-September,  to  £3-60,  cif. 
Nutmeg:    (Per   ton,    cif).    Grenada:    80's  £570; 
sound  unassorted  £490,  defectives  £375,  all  cif. 
Nux  vomica:  Shipment  £100  metric  ton,  cif. 
Pepper:  (ton)  Sarawak  black  £380  spot;  £340-50 
cif;  white  £560;  £492-50,  cif. 
Podophyllum:  Emodi  £360  metric  ton  cit. 
Quillaia:  £470  metric  ton  nominal. 
Rhubarb:  From  £0-30  to  £1-50  lb. 
Saffron:  Mancha  superior  £82-kg. 
Sarsapariiia:  Spot  £0-63  lb. 

Seeds:  (ton)  Anise:  China  star  £175,  spot; 
shipment  £125,  cif.  Caraway:  Dutch  ex  wharl 
£390.  Celery:  Indian  £300;  shipment  £260, 
cif.  Coriander:  Moroccan  £80.  cif.  Cumin:  Indian 
£300,  cif.  Chinese  £235,  cif.  Dill:  Indian,  for  ship- 
ment £120,  cif.  Fennel:  Chinese  £130  (metric  ton), 
cif;  Indian  nominal.  Fenugreek:  Moroccan  £69 
long  ton.  cif.  Mustard  £60-£120  spot. 
Senega:  Canadian  £1-75  lb  spot  and  cif. 
Senna:  (lb)  Tinnevelly  No.  3  faq  leaves  £0-06}; 
pods,  hand-picked  £0-11;  manufacturing  £0-08}; 
Alexandria  h/p  £0-52  ex  wharf;  manufacturing 
£0-26  nominal. 


cif. 


£0-35  kg,  cif. 

£21-50  kg. 
kg;  Indian 


kg;    £0-95,  cif. 


cif. 
kg, 


Squill:  White  spot  £300  metric  ton;  £260,  cif. 
Styrax:  £1-12}  lb  spot;  £1-10,  cif. 
Turmeric:  Madras  finger  £200  ton;  £172-50,  cif, 
Tonquin  beans:  Para  £0-37  lb  spot;  £0-32,  cif. 
Valerian:  (metric  ton)  Continental  £280;  £27 
cit;  Indian  £270  spot;  £265,  cif. 
Waxes:  (ton)  Bees'  Dar-es-Salaam,  spot  nominal 
£610,  cif;  Candelila  and  Carnauba  both  nominal 
Witchhazel  leaves:  Spot  £0-30  lb;  £0-27  cif. 

Essential  and  expressed  oils 

Almond:  Drum  lots  £0-60  kg. 
Amber:  Rectified  spot  £0-33  kg. 
Anise:    Chinese    £1-45    kg    spot;  £1-40, 
Bay:  £5-95  spot,   shipment  £6-50,  cif. 
Bergamot:  £9-35-E14  kg  as  to  grade. 
Birch  tar:  Rectified  £2-35  kg. 
Bois  de  rose:  £2-70  spot;  no  cif  offers. 
Buchu:  English  distilled  £210  kg. 
Cade:  Spanish  £0-45  kg. 
Cajuput:  £1-20  kg  on  spot. 
Camphor  white:  Spot  £0-38  nominal; 
Cananga:  Java  £5  kg,  cif. 
Caraway:  Dutch  £7-50  kg;  English 
Cardamom:    English    distilled  £50 
£46-50. 

Cassia:  Chinese  90  per  cent,  £2-20  kg,  85  per 
cent  £2  05;  both  spot. 
Celery:  English  £26  kg;  Indian  £19 
Cinnamon:  Ceylon  leaf  £1-45  spot,  £1-38  cif, 
Seychelles  leaf  rectified  £3,  cif.  Bark,  BP  £2-20 
English  distilled  bark  £88. 
Citronella:  Ceylon  spot  £1-05 
Chinese  £1-05  spot;  £0-99,  cif. 
Clove:  Madagascar  leaf  £1-20  kg;  £1-15, 
English  distilled  bud  £17-60.  Stem  oil  £5-50 
cif. 

Cod-liver:  BP  in  45-gal  lots  £28-80  naked. 
Coriander:  £8-80   kg  spot. 
Cubeb:  English,  £13-50  kg. 
Dill:  £5-70  kg  spot. 
Eucalyptus:  Chinese  80-85  per  cent  £0-62  kg  in 
bond;  shipment  £0-68,  cif. 
Fennel:  Spanish  sweet  £2  09  kg. 
Geranium:    (kg)    Bourbon  £16-25; 
Ginger:  English  distilled  £40  kg;  Indian 
Juniper:  Berry  £3-08  kg;  wood  £0-55. 
Lavandin:  £2-76  kg  spot. 
Lavender:  French  from  £4-40  kg. 
Lavender  spike:  In  1-metric  ton  lots  £3 
Lemongrass:  £2  05  kg  spot;  £1-80,  cif. 
Lemon:  Sicilian  E3-£6  kg  as  to  quality. 
Lime:  West  Indian  £7-70  kg  spot;  £7-15.  cif. 
Mandarin:  £5  kg. 
Nutmeg:  East  Indian  £4  95  kg 
from   West   Indian   £12,  from 
Olive:    £344-£347    metric  ton, 
£395-£405  long  ton,  duty  paid 
Orange:  Sweet  £0-54  kg  spot;  bitter  from  £3-15. 
Palmarosa:  £7-50   kg  spot,  £7,  cif. 
Patchouli:  Spot  £4-80  to  £6  kg. 
Pennyroyal:  £2  kg,   new  crop. 
Pepper:  English  distilled  ex  black  £32-50  kg. 
Peppermint:    (per   kg)    Arvensis   Chinese,  spot 
unobtainable;  Oct-Nov  £2-60,  cif.  Brazilian  £1-6( 
spot;  £1-55,  cif.  American  Piperata  from  £1-60. 
Petitgrain:  Spot  £3-55  kg;  shipment  £3-60,  cif. 
Pimento:  Berry  £4-90  kg;  leaf  £4-25. 
Pine:  (kg)  Abietis  £3-75,  pumillonis  £6;  sylvestrii 
£1-62. 

Rosemary:  Spanish  £1-90  kg,  scarce. 
Sage:  Spanish  nominally  £4  kg  spot. 
Sandalwood:    Mysore   spot   £13-50.    East  Indiai] 
for  shipment  £13-40  kg,  cif 

Spearmint:  American  from  £5-30  kg,  cif;  Chinesi 
spot  nominal;   shipment  £4,  cif. 
Thyme:  Red  £3-50  kg;  white  £4. 


GOMIIK  EVBITS 


Sunday  July  30 

Doncaster   Branch,    Pharmaceutical  Society! 

Rugby  Union  Football  Club  Ground,  Selbv 
2.30pm.   Cricket   match   RUFC  XI  and 
Branch  XI. 

Courses  and  conferences 
South-east  Region,  Pharmaceutical  SocietJ 
and  Brighton  Polytechnic.  Refresher  coural 
on  "Progress  in  biopharmacy  with  special 
reference  to  cardiovascular  drugs",  Septembeif 
18-20.  Details  from  course  organiser,  P.  Si 
Cowley,  Department  of  Pharmacy,  Brighto/ 
Polytechnic,  Lewes  Road,  Brighton  BN2  4GJ 
Places  Limited. 


Congo  £14 
£16-50 


kg. 


English  distillac 
E  Indian  £13-15 
fob,  Spain;  spo 
ex  wharf. 


